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This huge terminal stores 64,000,000 gallons of 
,oil — enough heating oil to supply 50, O00 homes 
for a year—Brodie equipment was chosen for both 
the loading rack and the barge loading docks 
Loading rack facilities can presently serve 26 
trucks simultaneously. Each unit is equipped with a 
Brodie B-82D BiRotor — complete with extensions. 


Brodimatic counters. remote counter systems 
Brodimatic printers, strainers. air eliminator, sev 
eral Automatic Temperature Compensators. Each 


unit.also 1s equipped with Brodie No. 552 Control 
Valves, With this Brodie system. the dispatcher 
has complete control over loading operation 
When you need meters and related equipment 
to operate at full-rated capacity over long periods 
— with minimal down-time and negligible mainten 
ng*BRODIE! 
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How do you get ’em moving? 


The pleasure driving habits and attitudes of 
American motorists were recently surveyed by 
Ethyl] and reported in an exhaustive study titled, 
“How to Motivate Motorists.” 

Among other things, this study reveals that 
motorists enjoy pleasure driving and can be per- 
suaded to do more of it. 

For many years, Ethyl’s national advertising, 
broad newspaper publicity program, TV and radio 
promotion have all been designed to stimulate 
more pleasure driving. So, persuading motorists 
to use their cars more often is not a new idea with 
us. And this year we are putting more weight 
behind it than ever before. 


In its current program, Ethyl is emphasizing 
how trips to historic and other scenic places will 
help in the education of children. (The study 
reveals that 70% of the families feel that motor 
trips have an educational value for children.) 

Ethyl’s promotion emphasizes trips to points 
within easy driving distance from home. (The 
study points out that short trips, whether for a 
day or a week end, are preferred over longer ones.) 

The survey findings suggest many promotional 
approaches to encourage more driving. You may 
find these useful, and you can have a copy of 
*‘How to Motivate Motorists,” simply by asking 
your Ethyl Representative. 


7 
Ethyl Corporation, WN. ¥ca7, Me We TULSA CHICAGO HOUSTON LOS ANGELES 
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ETHYL CORPORATION OF CANADA LIMITED, TORONTO ETHYL U.S.A. (EXPORT) NEW YORK 17 N.Y. 
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regular cars 
MIDDLE CLIP POSITION 
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HIGH CLIP POSITION 


14-16 GPM 
And up to 22 GPM 


apacily 


AUTOMATIC SHUT-OFF NOZZLE 


OUTLET CHECK VALVE — Satisfies all 
known requirements of Weights and Meas- 
ures and pre-set pumps. 

HOLD-OPEN CLIP—a new wide type for 
pre-set pumps . . . stops hazard of re- 
turning nozzle to pump boot while in an 
open position. 

DASH POT—gives better nozzle control 
and easier topping-off. 

No need to buy a special nozzle for filling 
compact or small foreign cars. And no 
need to worry about filling large com- 
mercial vehicles either. The new design 
features of the OPW 1-A puts in your 


hand a nozzle with a new kind of auto- 
matic control—a new flow range. Imagine, 
from a low 3 GPM for the small tank 
“compact” to a new high of 16 GPM for 
the big tanks. If you have high capacity 
pumps, the OPW 1-A will deliver up to 
22 GPM. The OPW 1-A automatic delivery 
for all three lets you sell and service all 
three while the tanks are filling. 

OPW Bulletin NP 1-A tells the whole story 
about the ONE nozzle for all flows—for 
all vehicles. Get it, and then get your 
OPW Distributor to give you a demon- 
stration. 


OPW 1-AM. Same as OPW 1-A except that it includes OPW 26 Gas Cap Holder. 


DOVER CORPORATION i Nw DIVISION 


2735 COLERAIN AVENUE « CINCINNATI 25, OHIO « Ki 1-5400 
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New heating devices give more warmth for the money. MARKET TURMOIL. Across the na- 
How natural gas plots its growth now ... ; 7 os : 
How a heating-oil jobber tells customers his price story . 
Checklist: Is your operation ready for winter? 
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CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





RECENT TEST SHOWS MORE PROOF 
OF MoS,’s LOAD-CARRYING ABILITY 





Major Car Manufacturers 
Use Molysulfide Products 
In More Ways Than One 


The best known use is in the car 
whose manufacturer guarantees 
30,000 mile lubrication periods. This 
manufacturer first pretreats all bear- 
ing surfaces of grease-lubricated 
suspension parts with a gear oil con- 
taining MoSz then fills the system 
with “Moly” Grease. 

But little known is the fact that 
Molysulfide is used in the special 
polyurethane seal which retains the 
“Moly” Grease on the front-end ball- 
joint and excludes grit and dirt. 
Molysulfide plays a major role 
in increasing the wear resistance and 
reducing the coefficient of friction of 
this seal. These were two of the 
reasons why this seal, made by the 
Acushnet Process Company, was 
selected. Other factors include firm- 
ness and resiliance essential to sealing, 
abrasion resistance and ease of con- 
formity to the shape of the ball joint. 

Another manufacturer pre-treats 
grease-lubricated suspension parts 
with a dry film of MoSe powder ap- 
plied from an alcohol suspension. 

Throughout the automotive in- 
dustry, Molysulfide is widely used in 
paste type concentrates for pre-as- 
sembly lubrication of splines, cams, 

“ete. 

Friction materials such as clutch 
plates and brake linings contain 
MoSe. Certain brake mechanism 
parts are widely treated with Moly- 
sulfide bonded coatings. 

Other manufacturers use a com- 
bination of Molysulfide and graphite 
in electric generator brushes. 

Tests are currently being made to 
determine the value of MoSe as a 
wear-in lubricant. Other tests are 
being conducted on piston rings. Lab- 
oratory and road tests are going on 
with gear oils containing Molysulfide. 

When writing, refer to CL-108 





From the German laboratory of Alpha Molykote Corporation comes 
new proof of Molysulfide’s ability to resist galling and seizing at 
pressures beyond the yield point of most metals. Previous tests have 
shown that Molysulfide sustains loads up to 475,000 psi. In this 
Almen Wieland test, similar to the Falex test, a 14’’ pin actually 
extruded without any surface damage at pressures of 100,000 psi, while 
similar pins using other lubricants were torn, galled or “frozen” to 


the point of breakage. 
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The photo above shows mild steel 
pins used in Almen Wieland Test. 
No. 1 is unused Control Pin. No. 2 
(lubricated with mineral oil and 
MoSz) and No. 3 (with MoSe2 bonded 
coating) were elongated and extruded 
without weight loss. No. 4 shows 
typical failure with conventional lub- 
ricant. Note that the key sheared off 
and that pin and block were galled 
and seized. In both cases, Moly- 
sulfide sustained a load beyond the 
yield strength of the pins. Surveys of 
many laboratories indicate that this 
extrusion phenomenon has never 
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been produced with any other con- 
ventional lubricants. 

The load carrying ability of 
Molysulfide can lead the way to 
better lubricants and bigger sales for 
petroleum products marketers. 
Greases containing 3% of Moly- 
sulfide prevent metal-to-metal con- 
tact of chassis parts, prolong their 
life and assure quieter, easier, more 
comfortable driving. These advan- 
tages can bring more lubricating busi- 
ness to the marketers and service 
stations that sell ‘‘Moly’”’ Greases. 

When writing, refer to CL-109 
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Behind Our Headlines 





New West Coast Editor 


HERE’S A NEW MAN on the job, covering the West 

Coast for NPN. He is Mark Emond, seasoned news- 
man who has a strong background in oil industry re- 
porting and writing. 


Mark is well cut out for / fn 
this new assignment, an in- ' oa 
e 


teresting and challenging 
one. 

He started his journal- 
istic career with Associated 
Press, first as a campus 
correspondent, then as a 
bureau man at Cheyenne, 
Wyoming, and later in New 
York. His wire-service stint 
trained him to handle news 
fast, adeptly, and accu- 
rately. 

Since joining our staff more than three years ago, Mark 
has had his hand in most of the big stories and feature 
articles published in NPN. As copy editor, Mark was 
responsible for checking all the editorial material printed 
in NPN. In addition, he went into the field to report on 
marketing activities and has attended various industry 
meetings. 

A native of Wisconsin, Mark was graduated from the 
University of Colorado (’54) where he won Phi Beta 
Kappa honors. He studied Russian, speaks and reads the 
language, visited the Soviet Union while in college, and 
is an amateur expert on Soviet affairs. Mark is 32, married, 
and has three children. 


Emond 


MOND WILL BE based in Los Angeles, where NPN’s 

West Coast headquarters are being reactivated. 
Marketing developments in that extensive area have been 
so numerous and significant, it was logical and necessary 
for us to assign a full-time editor. 

The McGraw-Hill news service, with its chain of bu- 
reaus serving all McGraw-Hill publications, has been 
“covering” for NPN. These bureaus will continue to work 
for NPN, backing up Mark Emond. 

Many of you will be seeing Mark in coming months, 
at meetings, visiting different markets, and traveling 
around his “beat,” which extends from California to 
Canada and to the Rockies. He’s new and wants to get 
acquainted. So, if you receive a call from Emond, ask 
him over to see your operation. If you see him at a 
meeting, on a plane or train, introduce yourself. 

Mark is an amiable, tough-minded fellow who likes to 
talk shop. His business is the exchange of information, 
so everyone will be better informed. 


‘ 
Dccsdatineitie Editor 





Brand new and best in every way! 
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Announcing the all-new 1962 


.S. ROYAL 
Safety-800 


It’s new-car time. Starting this month, the 1962 
models will be pulling into your service station out- 
lets. And 1 out of 4 of them will ride on U.S. Royal 
Safety-800’s. 

Your U.S. Royal Representative can give you all 
the facts on this great new tire. It’s the only all-new 
tire on 1962 cars...the finest original equipment tire 


ever built. And he can show you, with actual dollars- 
and-cents figures, how the Safety-800 can improve 
your TBA picture, beginning right now. 

Let him tell you about Safety-800...and about the 
packaged merchandising and selling program that’s 
helping more service station operators sell more TBA 
than ever before and take home greater profits. 


*"' Low Profile” is United States Rubber Company's trademark for its lower, wider shape tire. 





U.S.ROYAL LOW PROFILE TIRES 


Rockefeller Center, New York 20, N.Y. 
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About Ashland’s new outboard-engine fuel . . . 
reactions on ideas to promoting oil heat. . . 
a ‘little man’s’ thoughts on area pricing 


To THE EpiTor: 


We were amazed that Mr. Kiek- 
haefer and Mr. Irgens did not seem 
to know about Ashland’s new out- 
board engine fuel known as Valvo- 
line GO-MIX when they wrote the 
letters that appeared in the July issue 
of NPN (p9-12). 

The products application laboratory 
of Ashland Oil & Refining Co. has 
been working with Kiekhaefer, and 
many other outboard engine manu- 
factures, to develop this fuel which 
was introduced in July of 1960 to the 
boating public. Since that time Ash- 
land has installed dispensing facilities 
at — for the state of Kentucky alone 
— 47 docks and some 16 or 20 serv- 
ice stations and boat supply stores, 
so that the outboard-engine public 
may be properly and adequately 
served with this excellent (so the 
boaters say) fuel. GO-MIX is also to 
be found in other sections of Ash- 
land’s 12-state marketing area, but 
since Kentucky is so well-equipped 
with lakes and streams there are nat- 
urally a greater number of facilities 
installed near the home refinery. 

GO-MIX is a_ refinery-homoge- 
nized blend of special marine white 
gasoline (no lead) and especially de- 
veloped outboard engine oil, and 
boaters are finding this to be one of 
the best fuels ever placed on the mar- 
ket. 

No doubt Mr. Kiekhaefer and the 
Kiekhaefer Corp., and Mr. Irgens with 
Outboard Marine Corp. would have 
benefitted had they remembered to 
mention the GO-MIX in their letters! 

L. P. WITTLIG 

Manager, Lubricating Oil Sales 
Aetna Oil Co. Division 
Ashland Oil & Refining Co. 
Louisville, Ky. 


Oil-Heat Promotion 


>I have read with great interest “New 
Way to Push Oil Heat” (NPN— 
June p103). 

It appears to me that Mr. Horn 
and the North Penn Fuel Oil Dealers 
Assn. have a smashing idea in this 
development. This type of a program 
has great merit as it applies to larger 
metropolitan areas, but I would ques- 
tion a promotional idea of this type 
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in the smaller urban areas from the 
standpoint of resuits against expendi- 
ture. 

As you are perhaps aware, I am 
involved in a real estate venture. We 
have at various times tried promo- 
tions but find that the metropolitan- 
type promotion in this particular ur- 
ban area does not prove fruitful. The 
same also applies to a fuel oil opera- 
tion in an urban area such as ours. 
We have many times in the past tried 
promotional ideas that have been of 
great success in the larger populated 
areas, only to find that, in our area, 
like promotions failed miserably. 

G. W. TWADDLE, JR. 
Twaddle-Mitchell Inc. 
Lewiston, Me. 





Texas Si, Standard No 


Reference is made to the article 
“The Breakup of Standard Oil” ap- 
pearing in your August 1961 issue. 
The picture at top left on p163 shows 
a tankwagon with lettering ‘“Crysta- 
lite” and “Familylite” on the bucket 
box doors. For your information, 
these were trade names of The Texas 
Co.’s products, and Crystalite is to- 
day the trade name of Texaco’s kero- 
sine. 

For confirmation of this I refer you 
to “The Texaco Story,” p27, written 
by Marquis James. 

SAM GRANADE JR. 
Pope Oil Corp. 
Washington, Ga. 


Editor’s Note: Sharp-eyed reader 
Granade is right. NPN files lacked a 
suitable photo of an old-time Standard 
Oil kerosine wagon. The caption was 
not intended to identify the wagon 
pictured as one of Standard’s. 
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QUICK COUPLINGS 


give you QUICK connections that 

speed deliveries— TIGHT connec- 

tions that protect your product. 
Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street, New York 19, N. Y. 
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THerRe's a 
BeTreR. Way 
To Blenp 
FUEL 
OIL! 


Want to get into the #4 and #5 
oil market without costly, additional 
tankage?. Want to free any existing 
#4 and #5 oil tankage you have for 
other service? Stock only #2 and #6 
... deliver these and any intermediate 
grade simultaneously, directly to your 
tank trucks with B-I-F’s compact TC 
Blender. 


Free Facts 


Stock TWO, sell THREE ... at 
savings up to 12 ¢ per gallon. For great- 
est flexibility in end-product specifica- 
tions, maximum 
production from 
existing real estate 
and personnel, 
lower taxes, and 
reduced inventory 
. + « Tequest free 
FACTS today! 
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A DIVISION OF 
THE NEW YORK AIR BRAKE COMPANY 


555 HARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 


Letters 


A Letter to Washington 


>All my life I’ve heard “there’s no 
fool like an old fool,” and I suppose 
that is correct. However, I now want 
to add “There’s no fool like a big 
fool,” and by that I’m referring to 
major oil companies operating in the 
Carolinas. 

They let a price war in Charlotte 
cause them to lose all reason. Finally, 
prices had deteriorated to the point 
where major oil companies were actu- 
ally giving their dealers a load of 
gasoline and paying them to take it. 
Sounds stranger than fiction, but it’s 
true. 

Read an article in The Wall Street 
Journal for Friday, July 21, by Roger 
W. Benedict . . . He tells of a major 
oil company delivering 2,000 gal. of 
gasoline to one of its dealers at ab- 
solutely no charge and in addition 
the truck driver handed the dealer 
the company’s check for $22. 

I know and you know there are 
folks confined to state hospitals who 
have more sense than certain major 
oil top brass. 

Yes, there’s no fool like a big fool. 

P. B. THORNELL 
Thornell Enterprises 
Florence, S.C. 


P. S. Enclosed is a copy of a letter 
I wrote to the Federal Trade Com- 
mission. 


Mr. Samuel L. Williams 

Chief Project Attorney 

Federal Trade Commission 

Washington 25, D. C. 

.. . If you folks up in Washington figure 
just because Humble and other major oil 
companies have temporarily quit bashing 
in the heads of we little folk in the oil 
business there’s no need for action, I see 
the end of little business in America. 
That kind of thinking encourages and 
promotes the kind of thing we little oil 
folk (dealers and independent distribu- 
tors) have had to put up with in the 
Carolinas for over three years. 

You said in your letter that “a short 
time after our inquiry was begun, the 
market stabilized to its earlier levels as a 
result of which further action did not ap- 
pear to be warranted.” 

Suppose you investigate prices in the 
Charlotte area, including Rock Hill, 
S. C., during the week ended Saturday, 
June 24. You will, I am sure, find it has 
been the lowest in years. . . . The big 
oil companies spread a little local Char- 
lotte price war all over creation. I had 
to reduce prices on Monday, June 19, at 
my station at Chesterfield, S. C., to meet 
competition of Humble at Chesterfield, 
which is over 60 miles away from Char- 
lotte. 

They call it wide-area pricing. What 
in the world did we little oil folk in 
Chesterfield have to do with a local price 
disturbance at Charlotte? 


The time has come for action. We 
can’t sit idly by and allow the giants of 
the oil industry to crush competition by 
this scheme called wide-area pricing. 

As you probably know our government 
is real good to the big oil companies in 
that our revenue service allows them to 
deduct 2742% as depletion before figur- 
ing taxes due. That is, in my opinion, 
where all this price disturbance comes 
from. The big boys can take that 2712 % 
and choke off competition. 

You know what my little oil company 
is allowed as depreciation? A measly lit- 
tle 8% as against the big boys getting 
27% %. Does that look like our Admin- 
istration is for the little folk? You an- 
swer that one and you'll come to the 
conclusion as I have that big govern- 
ment and big business are going hand- 
in-hand. 

Humble Oil & Refining Co. has ini- 
tiated wide-area price cutting in my ter- 
ritory four times within just a little over 
a year, and I can tell you it has cost my 
little company over $10,000, and brother, 
that ain’t hay. 

Gasoline prices in North and South 
Carolina may be a matter of no concern 
to you, but to we little oil people it 
means financial ruin. 

P. B. THORNELL 
Thornell Enterprises 
Florence, S. C. 


Fast Car Washes 


Regarding your article “Lion’s 
$500,000 Station” (NPN—July p19) 
I respectfully submit that there are 
24 hours in a day, 60 minutes in an 
hour, and 60 seconds per minute. 
This totals 86,400 seconds per day. 
Dividing this by 2,000 would mean 
that this station is washing a car every 
43.2 seconds. 

Automation is wonderful, but the 
genius who dreamed up this auto- 
mated assembly line could make mil- 
lions of dollars if he were to offer 
this same plan to Chrysler, Ford or 
General Motors. 

The approximate length of the 
average car from bumper to bumper 
is 17 ft. Multiplied by 2,000 cars is 
34,000 ft, or approximately 612 miles 
long. It seems to me that this would 
present quite a traffic problem to the 
St. Louis Police Department. 

W. E. RANDOLPH 

Manager 

Independent Brand Sales Division 
Leonard Refineries, Inc. 

Alma, Mich. 


Editor’s Note: Technically, the capaci- 
ty of the wash is such that it could 
run a car off the line every 43.2 
seconds. The washing operation takes 
3 minutes, but cars are moving along 
the line during the process, one car 
coming off the line every 43.2 seconds. 

Reader Randolph’s point that the 
cars would line up for 612 miles would 
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Once in a 

great while 

a gasoline pump 
is designed that 
is of interest 

to marketers 

for far more than 
the usual reasons. 
This new $-52 

is such a pump. 
Write for a catalog 
explaining why. 
Gilbert & Barker 
Mfg. Company 
West Springfield, 
Massachusetts 
Toronto, Canada 


ileor 





for safe, economical transfer of petroleum products specify 


SCOVILL 


COUPLINGS —~PERMANENT or REATTACHABLE 


From Scovill you can now get the indus- 
try’s most complete line of permanent and 
reattachable couplings for fuel oil and gas 
pump hose. Ruggedly made in a wide range 
of sizes to both commercial and military 
specifications, all Scovill Couplings give 
long, safe, trouble-free service. 

Besides petroleum products, Scovill Coup- 


FUEL OIL COUPLINGS 


520-H Permanent. 34” to 4” 


Dubl-Grip Reattachabie. 1” to 112” 


ae 


Super-Grip Reattachable. 1” to 4” 





Main offices: 99 Mil! Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. 
San Francisco, California: 434 Brannan Street. 
Jacksonville, Florida: P.O. Box 8366. 
Houston, Texas: 2323 University Boulevard. 
Toronto, Canada: 334 King Street, East. 
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Dubl-Grip Reattachable. 34” and 1” 


lings can be used in the transfer of many 
other types of liquids and on rubber, syn- 
thetic, and reinforced hose. If you have any 
applications for which you are in doubt 
about correct coupling usage, write us—our 
engineers will be glad to assist you. Scovill 
Manufacturing Company, Industrial Coup- 
lings, Waterbury 20, Connecticut. 


External Guard for Fuel Oil Coupling. %4” to 3” 


sit Se ee TTTTTTT 
preeeet Tt ond BOB BEREBE Seheeeann 


Internal (illustrated) and External Guards for 
Gas Pump Couplings. %” and 1” 





Complete equipment for attaching by machine or hand is available 


Hose Couplings by 


SCOVILL 
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Letters 


be valid if all the cars washed in a 
day lined up simultaneously. That 
seems unlikely. 


Oil-Heat Promotion 


>The method outlined in the article 
“New Way to Push Oil Heat” seems 
to be an excellent way of reaching 
and promoting oil heat. It would seem 
to me that it is an even better way 
than the use of home shows, which is 
the method that we use here in In- 
dianapolis. We build a home right 
inside of a building and then all the 
exhibitors are around the home, as 
well as the equipment installed in the 
home. This takes a tremendous build- 
ing to accomodate this sort of dis- 
play, but it is good. Then, too, our 
problem here is that gas is cheaper 
than oil, and we cannot advertise or 
make an assertion that oil is a cheaper 
fuel, which is a pretty tough market 
to buck. 
FRANCIS J. SCHUSTER 
Executive Vice President 
Troy Oil Co., Inc. 
Indianapolis, Ind. 


Answers to Questions 


mI think your article “Wanted: An- 
swers to These Questions” (NPN— 
June p81) puts the picture in very 
fine perspective—an excellent report- 
ing job. Two additional points: 

The |¢-spread battle appears to be 
between the lowest grades offered. No 
one seems to get over-exercised on 
the 2¢ or 3¢ spread on premium, 
except the international [companies] 
(Shell, Texaco, and sometimes Mobil). 

The introduction of middle-grade 
[premium] by Standard Oil of Cali- 
fornia at their Signal stations could 
be the cause for destructive premium 
marketing both as regards price and 
volume. Companies that can’t afford 
to go three grades will eventually raise 
their regular octane to meet the middle 
grade octane in order to destroy it. 

MAJOR COMPANY EXECUTIVE 
Los Angeles 


Wanted: Answers to These Ques- 

tions” is excellent, is a factual analysis 

of the situation facing us, and the 

questions asked are ones for which 

we wish we had the answers. You 

are due much credit for bringing this 

subject to the attention of the industry 

in such a forceful manner. I sincerely 
hope that it will do much good. 

J. L. LENKER 

Vice President 

Gulf Oil Corp. 

Houston 





THE 
KNOTTY, PROBLEM 


of keeping your best foot forward 





























(and how brake service with Raybestos can help) 


Car owners are demanding. They expect top quality and service all the way 
down the line every time. Give them something not quite up to snuff just 
once and you risk seeing them across the street at your competitor’s. 


Your own petroleum products will not let you down. But when your 
dealers perform services like brake work, there could be customer dis- 
satisfaction—unless the linings are every bit as good as your gasoline 
and oil. 


Raybestos brake linings measure up. Behind them stand decades of pioneer- 
ing research and testing—testing in the laboratory, on the proving ground, 
and, over the years, at the Indianapolis “500.” Into these linings go the 
very finest materials—Raybestos even mines its own asbestos. Also well 
worth noting: by means of local sales and service brake clinics and its own 
factory schools, Raybestos sees to it that your dealers learn how to do 
truly professional brake work—the kind that customers are likely to 
recommend to their friends. 


Lf you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. RA 
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Hose? Goodyear 


* 
+ 
¢ 
# — 
= 


THE KIND | NEED? WHEN | NEED IT? 

(Oil, air, gasoline, water hose—you name it! (When you need hose fast, Goodyear dis- 
From refinery to tank truck to grease rack, tributors have stocks on hand, backed up 
no matter what type hose is called for — by warehouses in the major oil marketing 
Goodyear has the right answer!) areas—Goodyear has the right answer!) 


FOR THE RIGHT HOSE... AT THE RIGHT PLACE... 
CALL YOUR GOODYEAR DISTRIBUTOR... first in 


Lots of good things 
come from 
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Has All the Right Answers! 


TOUGH AS | NEED IT? 


(With rugged Goodyear construction to 
fight wear, along with features such as 
CHEMIGUM rubber for unmatched oil re- 
sistance—Good year has the right answer!) 





] 
3 ¥ 
e + 
pees: - 


SPECIAL HELP WHEN | NEED IT? 
(Call for help on how to get the most hose 
service for your dollar —from a qualified 
expert like your Goodyear distributor—and 
Goodyear has the right answer!) 


AT THE RIGHT TIME... AT THE RIGHT PRICE... 


Or write Goodyear, 


service to the oil marketing industry "see" 


Akrov 16, Ohio 


Sv 
= INDUSTRIAL 
I 4 EAR rocuc: 


Chemigum—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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EXTERIOR of this efficient service station 


“Recently we installed a National 4- 
drawer Cash Register for use in con- 
junction with the National Incentive 
Plan. After carefully weighing the re- 
sults, we can recommend this System 
to any service station operator. 

“The separate cash drawers provide 
the finest possible control. The conven- 
ience of instant record information 
makes for the easiest night check-out 
we have ever had. Charges are auto- 
matically posted on-the-spot when the 
sale is made. As a result, we save many 
bookkeeping hours every month. The 
printed receipt issued to each customer 
builds good will. 


THIS NATIONAL SYSTEM pays for itself in less than a year. 


“Our ational Incentive Plan 
saves us'0,000 a year... 


returns 109% annually on investment!”’ 


—Denslow’s Service Center, Springhouse, Pa. 


“The National Incentive Plan has 
been a boon to our business. It has 
created a spirit of competition among 
our employees. This results in greater 
efficiency on the part of the men. Each 
man’s salary has steadily risen as a re- 
sult of sharing in our increased profits. 

“The National Incentive Plan saves 
us $3,050 a year. This is a return of 
109% annually on our investment.” 


Glrid J lochs §. 


Owner 
Denslow’s Service Center 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your service station, too, can benefit 
from the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn you an extra regular yearly profit. 
National’s world-wide service organiza- 
tion will protect this profit. Ask us 
about the National Mainte- 


nance Plan. (See the yellow 
pages of your phone book.) oh 


"TRADE MARK REG. U. S. PAT. OFF. 


—— 


ELECTRONIC DATA PROCESSING 
wor paper (No Carson Reauiatp) 
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Money-Making Ideas 


Winter-ready kit... 
cover for clean cars 
... ocean-front spray 


HERE’S A SERVICE your dealers in 
ocean-front areas can offer. Suggest 
they spray battery and spark plug 
posts with ignition sealer to help pre- 
vent ignition difficulties caused by salt- 
laden moisture. 


OHIO OIL CO. dealer in Indiana tries 
to turn a profit from all who visit 
his station, for whatever purpose. 
Whether they come in to buy some- 
thing other than gasoline, or to ask 
directions, or “just talk about the 
weather,” this dealer always asks them 
how much gasoline they need to fill the 
tank. “You’d be surprised how many 
will buy gasoline when asked,” he 


says. 


PLANNING AHEAD for winter? 
You might suggest that your dealers 
offer a winter package deal. They 
could offer two snow tires, antifreeze, 
and assorted winter-proofing items for 
a “bargain” total. 

$ 


CAR WASHING can be given an ex- 
tra boost by throwing a plastic cover 
over the car after it has been washed. 
The extra care given the car im- 
presses both the owner and other 
motorists who happen to see it. 


$ 


A MASSACHUSETTS DEALER at- 
tracts new customers to his station and 
builds good will by advertising that he 
turns over to charity all the 50¢ fees 
he collects for performing the required 
semiannual automobile inspections. 


$ 


ANY OF YOUR DEALERS who are 
located near parking lots could use 
this gimmick that one station owner 
reports gives good results. He sends a 
man around the parking lot to clean 
only the driver’s sides of the wind- 
shields. He leaves cards telling the 
motorists they can have the other sides 
cleaned by visiting the indicated sta- 
tion. 


) Fee How did you 
$ get off from work 


\-""" @@ Didn't get off. Since we 
put Roper pumps on the trucks | get 
: through every day by game time®® 
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improve delivery service and speed 
on your trucks with ROPER PUMPS 


Roper pulsation-free truck pumps run quietly and efficiently, providing 
fast, safe deliveries of both thick and thin liquids. You can make more 
delivery calls per day, year in and year out, with Roper Series 3600 
truck pumps on your unit. These trouble-free units will cut down on 
your operating and maintenance costs, also. Easily installed, they can 
be side frame or cradle mounted on right or left side, and they operate 
equally well in clockwise or counter-clockwise rotation. Enjoy the profit 
advantages of better delivery speed and service you get with Roper pumps. 


BEARINGS: high-lead bronze bearings, 
lubricated and cooled through oil grooves 
by flow of liquid through pump. 

RELIEF VALVES: relief-valve equipped 
pumps allow operators to close discharge 
without stopping the pumps. 


GEARS: two equal-sized, hardened alloy 
iron, helical-type gears have accurately ma- 
chined special tooth forms which reduce 
friction and eliminate vibration. 


For specific information 
contact your Roper dealer 


1 0) ad = a 


HYDRAULICS, INC. 


Dependable pumps 
since 1857 
COMMERCE, GEORGIA 


September, 1961 * NATIONAL PETROLEUM NEWS 








Use this Free 

G-E Limberlite 

to boost your 
headlamp 


Sales 


YOUR DEALERS WILL WANT THIS HANDY TOOL 
when you show them what it can do for them. 
It lights up places they couldn’t light before. 
Its sturdy 16 gauge, 10” G-E thermoplastic cable 
wraps around anything—leaves both hands free 
to work. It won’t short and is acid, oil and grease 
resistant. 

*It’s free to both you and your dealers. You give 
it to them when they order the special carton of 
General Electric headlamps-—fifteen 4002’s and 
seven 4001's. It’s packed (without batteries) 


right in the carton. Get your special 
Limberlite cartons of General Electric 
headlamps while the supply lasts. Your 
dealers will be asking you for the 
Limberlite Deal. General Electric Co., Miniature 
Lamp Dept. M-139, Nela Park, Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


NATIONAL PETROLEUM NEWS + September, 1961 

















THIS Is THERAM 


—_ REMOTE SYSTEM 


T Name your gas pumping problem, 
RAM Submerged Pump System solves it. 





“th Need greater flexibility in your multi-pump service stations 
to allow for change and growth? RAM permits maximum 
Fr flexibility in multi-island layout, with minimum initial installation cost. 
OTM laliane) ol-1eeh (ter Mulelih merle lilmelly ol -artae 


Have to lick rising maintenance costs? On the rare occasion 
that the RAM system needs attention, Bennett's extractable head 
and instant electrical disconnect permits the entire below-surface 
system to be lifted out as a complete unit in minutes. 

You get Bennett durability all the way. 


bi] 


Troubled by vapor lock from new fuels, altitude, 
temperature, high lifts, or long pipes? Submerged in the 
storage tank, RAM pumping units keep the system under pressure. 
There's no chance of vapor lock, even with most highly 

volatile fuels. 


For greatest capacity at the nozzle, couple a RAM 
Remote Pump to Bennett Dispensers with their friction- 
free, all-metal meter. 








Quality 
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STA N DA 7 DPD In every industry there is one company that sets the pace, 


one company whose products are the standard 


FO 7 to which all others strive. Each product carrying the 


Bennett nameplate is designed and produced to set the standard 


co O M PA re | S O N for the industry it serves. 


JOHN Woobd COMPANY - Bennett Pump Division » Muskegon, Michigan 
District Offices: Albuquerque « Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit * Kansas City 
Los Angeles * Minneapolis * New Orleans * New York © Philadelphia * Pittsburgh * Rochester * Salt Lake * Seattle * San Francisco 
IN CANADA: JOHN Wood ComPANy LIMITED = Toronto + Montreal + Winnipeg + Vencouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER 
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Hudson’s North Wales, Pa., outlet, like 


The East 


Private branders from 
the Midwest move into 
East Coast markets 


TWO LARGE Midwestern private 
branders are following Phillips Petrole- 
um into East Coast gasoline markets. 
The newcomers 
have at least four 
outlets in and 
around Philadel- 
phia, with more, 
perhaps, coming 
later. 

The new en- 
trants are Martin 
Oil Service Co., 
a Chicago-based 
operation with 
more than 40 sta- 
tions in the Illi- 
nois-Indiana-Michigan-Wisconsin mar- 
ket; and Hudson Oil Co. of Shawnee, 
Kan., south of Kansas City, whose 
260-odd outlets are to be found in 
29 Midwestern, Southern, Mountain, 
and Western states. 

So far, Martin has one station, a 
multipumper that opened last month 
on Roosevelt Boulevard (U.S. 1) in 
the residential northeastern part of the 
city. It’s near Robbins Street, the 
eastbound approach to Tacony-Palmy- 
ra Bridge and New Jersey. 

Competitors estimate it is doing 
about 50,000 gal. a month. And it is 
known Martin Oil Service is not too 
happy with its gallonage to date. 


By 
Cornelius Brodersen 


ee tt . 


Regions 
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its other two in the state, is far less elaborate than Hudson stations elsewhere 


Martin’s Philadelphia station cost estimated $250,000, has 13 pumps, three grades of 
‘gas, does no service work. A sign recommends a nearby station for service 


Hudson, operating through Penn 
Stations Inc., subsidiary (NPN—Apr. 
p93) has three outlets scattered in 
the area. One is in North Wales, about 
19 miles north of the city, on U.S. 390 
just before it becomes an expressway 
to the city; another is on U.S. 30 in 
Frazer, about 21 miles west of the 
city; and the third is in Emmaus, 
about 50 miles north of the city and 
just south of Allentown. 

Just as with Martin, Hudson’s out- 
lets aren’t setting any spectacular gal- 
lonage records, competitors say. 

Of the two moves into the area, 
Martin’s entrance is the splashier. One 
area marketer estimates Martin’s in- 
vestment at more than $250,000. This 
includes land (at least 200-ft. frontage 
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and a driveway connecting it with a 
small shopping-area parking lot); a 
narrow, two-story station building 
(storage on the second floor); four 
islands, whose 13 dispensers handle 
three grades of gasoline; and plenty 
of fluorescent-light standards (at least 
two standards to an island, each with 
three light fixtures). 

In typical private-brand fashion, the 
station has no lube bay and handles 
no TBA or service work. In fact a 
sign in the station advises: “We 
recommend the station to the south 
for tires, batteries, and service work.” 
That station is a colonial-type Sun 
outlet with a single, three dispenser 
island. 

Though Martin is offering its own 
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Even under severe bending... 
Gates Tank Truck Hose gives 
fast, extra safe delivery 


The special braid construction and 
wire reinforcement of Gates 24HW 
Tank Truck Hose allows it to take 
sharp U-bends without reducing 
working pressure or burst-resistance 
strength. At such bends, the burst- 
resistance strength of ordinary tank 
truck hose is materially reduced. 
This means that Gates 24HW has 
a higher safety factor than ordinary 
tank truck hose...is a safer hose 
to use. 

Gates 24HW is flexible and easy 
to handle even in the large 4” I.D. 
size used for dump service. As a re- 
sult, it takes much of the labor out 
of gasoline and fuel oil deliveries, 
speeding them along so that more 
deliveries can be made per day. 


Gates makes a hose for every 
petroleum marketing application— 
tank truck, oil and gasoline suction, 
curb pump, air, water—every kind of 
hose...a full range of sizes...all top- 
quality products of Gates continuing 
program of Specialized Research. 

You get fast delivery from local 
stocks. Gates Distributors, located 
in all parts of the country and 
throughout the world, have stocks 
of petroleum hose on hand, backed 
by Gates Service Centers in every 
major industrial area. This means 
that you always get quick delivery 
of Gates Petroleum Hose from a 
local source. Call your nearby Gates 
Distributor when you need petroleum 
hose of any kind. 


The Gates Rubber Company, Denver, Colorado 


Gates Petroleum Hose 


Reusable 
Coupling 


The new Gates Lok-Pin 
Coupling can be installed in 
1/10 the time of ordinary re- 
usable couplings, and is easily 
installed in the field. Tests 
have proved that this coupling 
has twice the holding power of 
any other reusable coupling. 


A Gates Hose for any 
petroleum marketing 
need is quickly 
available from your 
local Gates Distributor 


Building 

the future on 
50 years of 
progress 
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stamps, and premiums in exchange for 
or instead of stamps, its station isn’t 
cluttered with signs advertising them 
as its Chicago outlets are (NPN—May 
p95). Martin offers 30 stamps with 
each $1 purchase, or a towel with a 
$4.20 purchase, a pen with a 10-gal. 
purchase, soap or a tumbler with 6 
gal., Kleenex with 9 gal., or a bath 
towel with a fill-up and 99¢. The 
station also sells cigarettes for 25¢ a 
pack, a saving of about S¢. 

The 1¢ spread between brands dif- 
fers slightly from Chicago-area pricing 
policies where most Martin Oil Service 
outlets have a 2¢ differential between 
regular and premium and a 1¢ differ- 
ential between premium and _ super- 
premium. 

Martin’s three grades (regular, 
Ethyl, and Purple Martin) are being 
offered with a 1¢ spread between 
grades. The starting price, with all 
taxes, is around 26.9¢-gal. This com- 
pares with Sun’s next-door outlet at 
27.9¢, and with others in the area 
which vary from 28.9¢ to 30.9¢. 

Not all marketers in the area think 
Martin’s selection of a station site 
was a good one. “If Sun puts up a 
large sign at one edge of its station 
property,” says one marketer, “that 
Martin station is dead.” That sign 
would cut off all view to the station 
from approaching traffic. As it is, 
the station isn’t especially easy to spot. 
Roosevelt Boulevard has a parkway- 
like layout, with medians of grass and 
high trees separating opposing lines 
of traffic. 

It also has express and local lanes 
going in the same direction and has 
trees along the curb line. 

While Martin’s outlet is gaudy, 
Hudson’s stations hit the other ex- 
treme. “They look like skid-tank out- 
lets,” says a marketer, “even though 
the tanks are underground.” Appar- 
ently he expected more dazzle from 
Hudson. But Penn Stations Inc., seems 
to be trying to get into the market 
at lowest cost. 

The North Wales outlet isn’t any- 
thing like what Hudson uses in the 
other 29 states it markets in. The 
layout includes a small, box-like sta- 
tion building with bleak lines, a two- 
dispenser island (one regular pump 
and one premium), and two mush- 
room-type incandescent-light fixtures, 
with spotlights on top to light up the 
rest of the drive and the building. The 
drive is blacktopped. 

There’s a large sign giving the price 
(26.9¢) near the road. The price is 
3¢-gal. below a nearby Sun station. 
The front wall of the station has this 
painted message: “The Working Man’s 
Friend. Why Pay More?” A sign at 
the curb advertises major-brand oil 
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IS ONLY HALF THE SALE- 


THE REST 
OF YOUR 


A service station 

that only “fills °er up” 

and occasionally “adds a quart” 

is only cashing in on half the sale. 

There’s big-profit-potential under every car 
hood —frayed fanbelts, old batteries, corroded 
cables, dirty filters... find it, sell it! And 
while checking tires; tire sales, wheel align- 
ment and balance-job opportunities come 

to light. 

Anything that gets the attendant under the 
hood or to the wheels is a money-maker, and 
nothing gets him there faster and easier than 
an Islander! In one compact, good-looking unit 
are automatic tire inflation and handy water. 
Both are dispensed by hoses that neatly retract, 
leaving the island safe and uncluttered. 

Eco Islanders speed service too, and bring 
customers back. Don’t let TBA profits slip 
away—see your John Wood representative 
about Eco Islanders! 





the POWER brand... 


~w, 
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| CONOCO 


the Hottest Brand Going!’ 


Hottest line of products... backed by hottest advertising! 

Conoco offers you products with benefits your Conoco really believes in advertising. Now custom- 
customers want! Conoco Premium Gasoline has ers will see big, colorful Conoco ads in LIFE, Look, 
TCP*plus...to give cars up to 17 more miles per Saturday Evening Post, and newspapers throughout 
tankful, up to 15% more power! Conoco all-season Conocoland. They'll see and hear Conoco adver- 
Super Motor Oil is fortified with an exclusive dis- tising on Television and Radic...telling them why 
covery that oil-plates engines, protects them 24 hours Conoco is the distance brand...the power brand... 
a day. Good reasons to switch to Conoco! the hottest brand going! 


*TM and pat. owned by Shell Oil Co. 
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: Contact your nearest 


CONOCO 


Division Manager 
today! 


H. U. McBirney 
400 W. Madison Street 
Chicago 6, Illinois 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


K. R. White 
P. O. Box 393 
Lincoln 1, Nebraska 


R. W. Abrahamson 
912 Baker Bldg. 
Minneapolis 2, Minnesota 


Dale Chapman 
Southern Division 
1755 Glenarm Place 
Denver, Colorado 


Cc. O. MacLeod 
Northern Division 
1755 Glenarm Place 
Denver, Colorado 


E. G. Hoover 

244 Rowan Bldg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


Dean L. McGregor 
800 Commerce Bldg. 
New Orleans 12, Louisiana 


T.R. Abernathy 

401 Fidelity Nat'l Bldg. 

200 N. Harvey 

P. O. Box 795 

Oklahoma City 12, Oklahoma 


W. E. Biggerstaff 
P. O. Box 2197 
Houston, Texas 


©1961, Conti 





tal Oil Company 





Regions 


at 39¢-qt. and bulk oil at 10¢-qt. 
Vending machines (one for cigarettes, 
one for cigars, and two for soft 
drinks), flank the station. 

Hudson outlets, marketers say, are 
supplied by Hartol Petroleum. But the 
question of who is supplying the Mar- 
tin outlet has everybody guessing. 


| ©C. P. Forbes Oil Co., Passaic, N. J., 


a Texaco jobbership in Passaic County 
for 23 years, has taken its 15-million- 


| gal-a-year gasoline business over to 
| Shell Oil Co. 


C. P. Forbes Oil Co. now does all 


| of Shell’s business in the area. Shell 


turned over its former direct-market- 
ing activities in that market to Forbes. 

As a result, Paul Forbes, president 
of Forbes Oil, expcects his gallonage 
to increase at least 25% this year. A 
greater increase may come as a result 
of four new stations Forbes is build- 
ing. One is going up in West Pater- 
son, two in Paterson, and one in 
Totowa. 

Forbes Oil is now delivering Shell 


| products to 100 service stations in 


Passaic County and to about 73 deal- 


er and commercial accounts. 


Forbes Oil is the descendant of a 
service station started 39 years ago by 
Cy Forbes, who died in November, 
1956. Three sons—Paul, William, and 
Cy Jr.—now run the jobbership. 


Southeast 


Service-station school 
possible for Georgia ... 
Gas pipeline planned 


JOBBERS in south-coastal Georgia 
are running up storm-warning flags. 
Atlanta Gas Light Co. plans a 
$5,700,000, 149- 
mile, natural-gas 
pipeline to serve 
an area starting 
just below Savan- 
nah, and running 
south to Bruns- 
wick, on_ the 
coast, and Way- 
cross, 65 miles 
inland. 

Small towns 
immediately _af- 
fected will be 
Hinesville, Ludowici, Blackshear, and 
Screven. Larger markets to get natural 
gas are Brunswick (population 22,- 


By B. E. Barnes 


000), Waycross (21,000), and Jesup 


(7,000). 
Brunswick and Waycross already 
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TIREFLATORS 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD 4A 
“COMPANY \WGy 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
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HOW HARD ARE YOU TO CONVINCE? 


Just what would it take to convince you that now’s 
the time to replace your old automatic nozzles? 
How about this? Would you buy a nozzle because it— 


i 


e is lighter, and better e has faster flow? e is more rugged, © has scuff guard and 
looking? 


easier to use? magnetic cap holder? 


¢ has more positive ® is more reliable, has 


— , 
e has superior all-round 
shut-off? fewer moving parts? 


performance? 


e has a full J year 
guarantee? 


The new Buckeye #100 Automatic Nozzle has 
all these features—and more. Currently con- 
vincing thousands of users—everywhere! 


For additional details and your copy 


of the new Buckeye Service Station 
Equipment catalog ...WRITE 


Buckeye Iron & Brass Works 
P, 0. Box 883 Dayton 1, Ohio 


NEW BUCKEYE #100 


— 
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have LPG systems that will be switch- 
ed to natural gas as soon as the pipe- 
line is constructed. 

The line will tap Southern Natural 
Gas Co.’s main line at a point near 
Savannah. The new system will have 
63 miles of 12-in. line, 41 miles of 
10-in., and 45 miles of 8-in. 

Atlanta Gas Light’s plans are sub- 
ject to approval of the Georgia Public 
Service Commission and the Federal 
Power Commission. Company officials 
expect to have the red tape cut in time 
to start construction by next January. 


Superior Oil Co., Phillips 66 jobber 
in Winston-Salem, N.C., has acquired 
Mann Fuel Co., long-time dealer in 
Gulf fuel oil and in coal. 

Superior already sells between 5 
and 6 million gal. a year, half fuel 
oil and half gasoline. Mann did about 
400,000 gal. last year (fuel oil only). 
Superior’s owner Bill Ford says the 
Mann acquisition included the lease 
on the Mann bulk plant (two, 11,500- 
gal. tanks). 

George Evans, former owner of 
Mann Fuel Co., will stay with the 
Mann operation as director of sales. 

New name of the parent concern is 
Superior Oil and Coal Co. The old 
Mann operation now is called Mann 
Division of Superior Oil and Coal Co. 
Mann Division’s brand of fuel oil will 
switch to Phillips, of course. 


Sinclair is trying to give away use 
of a station in Macon, Ga. But the of- 
fer isn’t good for just anyone. Sin- 
clair wants to lease a station to the 
Bibb County Board of Education as a 
training post for 45 distributive edu- 
cation students at a vocational educa- 
tion school near the station. 

The “Sinclair” brand would come 
down from the signs and the building. 
The school would pick its own brand 
name. Sinclair would give the school 
free use of the station with any profits 
from the station going to the school. 
Only string attached: all gasoline must 
be bought from Sinclair. However, 
students would stock whatever brands 
of oil necessary for satisfying the cus- 
tomers. 

Sinclair was all revved up to com- 
plete the deal. Other oil marketers in 
Macon were lined up to furnish ex- 
perienced oilmen for training and ad- 
vising the students. Then the deal hit 
a snag. The station needs $3,000 for 
stock, tools, and a cash register. The 
school’s director balked at asking the 
powers that be for that kind of mon- 
ey. Indeed, school board officials 
wonder if the school could be allowed 
to accept responsibility for running 
the station. 

Chances are that Georgia oilmen, 
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sparked by Georgia Petroleum Coun- 
cil, will raise the $3,000. If Sinclair 
can complete the deal, that company 
and the oil business will come out 
smelling like a rose. And the school 
each vear will be turning out 30 or 
40 top-notch candidates for station 
managers at Georgia outlets. 


The West 


CPMC launches program 
for consignees, offers 
them confidential data 


CALIFORNIA PETROLEUM Mar- 
keters Council will devote special 
attention to problems of consignees in 
a statewide pro- 
gram now being 
launched. 

Nearly 200 
consignees repre- 
senting all majors 
have signed up so 
far for the pro- 
gram __ sponsored 
by CPMC’s revi- 
talized Consignee 
Division. The di- 
vision wants to 
sign up at least 
700 of California’s 1,100 consignees. 
Dues range from $40 to $300 a year, 
depending on gallonage. 

Leonard Phelps of Stockton is pres- 
ident of the division and Charles D. 
Morley is executive director. 

Says Morley: “The emphasis of 
CPMC has always been on the job- 
ber. We want to try to make the 
consignee more competitive with the 
jobber. One thing is certain—the con- 
signee has not had enough attention in 
the past. That has got to change.” 

He adds that an increase in commis- 
sions might be brought about event- 
ually if consignees are made aware of 
their potential. 

A top selling point for the new 
division is a unique system for collect- 
ing and disseminating confidential data 
on operations of major oil companies. 

Each consignee is being invited to 
report to the division on his own re- 
lationship to his supplier, giving full 
information of pricing, contractual ar- 
rangements, rebates—if any, and 
other details. 

Data on each company will be kept 
in a separate file and will be available 
only to consignees of the same com- 
pany or to representatives of the com- 
pany itself. The sources of all infor- 
mation will be kept anonymous. 


By Mark Emond 


26 


“We might make some cross refer- 
ences between policies of the various 
majors,” says Morley, “but we will 
have to be very careful not to violate 
confidences, or we will be dead with 
this program.” 

The purpose of the program, ac- 
cording to Morley, is to “make the 
consignees as flexible as the jobbers” 
through use of information contained 
in the confidential reports. 


— 


| 


| 


Other plans of the consignees di- 
vision include: 

Installation of the International 
Credit Card system at retail outlets 
served by consignees, in an effort to 
stimulate TBA sales. 

Establishment of a credit check, 
which will involve regional circulation 
of a list of delinquents. 

A special “clean-up” compaign di- 
rected at retailers served by consign- 
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ees. “Not all the majors really push 
clean stations, despite their claims,” 
says Morley. 


International Service Station Assn. 
(ISSA) wants California Attorney 
General Stanley Mosk to investigate 
alleged discrimination by trading- 
stamp companies against service sta- 
tions. C. M. Stalker, member of 
a three-man ISSA committee, says 





Mosk should look into charges that 
gasoline dealers have to pay more for 
trading stamps than grocers or phar- 
macists do. 


Seaside Oil is expanding its distri- 
bution into Nevada. This makes five 
states in Seaside’s distribution area. It 
was previously in California, Wash- 
ington, Oregon, and Arizona. 
Seaside’s distribution in Nevada is 





UOP CATALYSTS MAKE 
THE DIFFERENCE IN QUALITY 


The little pill-like pellets above play 
a significant role in establishing the 
quality of the gasolines you sell... 
and in maintaining the price of motor 
fuels at an economical level so that 
petroleum marketing can remain a 
high volume operation .. . one of the 
most important industries in the 
American economy. 

These are not pills in the usual sense 
but typical catalysts used in various 
UOP refining processes. In some 
instances formulated from such ex- 
pensive materials as platinum while 
in others from more common chemi- 
cals, catalysts are the ‘“‘traffic cops” 


in many processes which direct the 
change in the molecular structure of 
petroleum hydrocarbons... providing 
gasolines and other fuels with greater 
power, smoother performance and 
higher quality at an economical price. 

UOP catalysts are developments 
of the company’s scientific staff and 
are used by the refiners who produce 
the gasolines you sell. We also supply 
them with additives which protect 
your gasoline storage system and the 
fuel systems of your customer's cars; 
stabilize the gasolines in your tanks; 
remove impurities; and even prevent 
carburetor icing. 


UNIVERSAL OIL PRODUCTS COMPANY 
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through Seaside Distributors of Neva- 
da, headed by Bill Fong. Plans call 
for conversion of several existing 
stations to the “Seaside” brand and 
construction of two major units in the 
Reno area. 


Midwest 


$75-million center for 
travelers planned near 
Ohio interstate road 


A $75-MILLION motorists center has 
been planned near the interstate high- 
way system in Ohio. 

The Twin Parks development will 
cover 4 sq. mi. on both sides of Inter- 
state Highway 71, 50 miles southwest 
of Cleveland. 

The developers say it will be the 
first development of its kind, and will 
have a wide variety of motel accom- 
modations, restaurants, automobile 
services and supplies, shopping, re- 
creational, and convention facilities, 
twin industrial parks, and an airport. 
Separate facilities will be built on each 
side of the highway, to serve north- 
bound and_ southbound travelers. 
Many of the facilities are scheduled 
to be open by next spring. 

Developers of the center are the 
four Slavin brothers, realty investors 
and shopping-center operators. 


>Farms in Ohio would seem to rep- 
resent a good growth market for heat- 
ing oil and oil-heat equipment sales by 
jobbers aggressive enough to tackle 
the conversion project. 

A majority of farms, according to 
a survey by Capper-Harman-Slocum 
Inc., farm-paper publishers, still use 
coal and wood as fuel in central- and 
space-heating systems. The survey 
covered more than 5,000 farms and 
drew a 28% return. 

Coal and wood or both are used in 
central-heating systems by 63.5% of 
the respondents, and in space-heating 
systems by 50.7%. Oil heat in central 
systems is used by 27.9% of the re- 
spondents, and in space heating by 
40%. 

Contrasted to these figures, use of 
gas of any type was much lower. It 
was used by 8.5% of respondents for 
central heating and by 16.7% of the 
respondents in space heating. 

LP-gas was not an important fac- 
tor in either segment; 1% use it for 
central heating, 2.4% use it in space 
heaters. 

More than 85% of respondents 
have water heaters in their homes, 
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and of this group 75.2% heat water 
with electricity. But only 28% have 
water heaters in their barns or other 
outbuildings, and of these 89.5% also 
used electricity. 


>If you want to line up dealers for 
your service stations in a hurry, try 
advertising for marketing students. 
That’s what Tallman Oil Co., Fargo, 
N. D., Phillips jobber, did. 

“Within a short time,” says Bob 
Tallman, “we had 50 applicants to 
screen. Forty backed out when they 
learned it was service-station work. 
Five others were lukewarm to the 
idea. Of the five remaining, we took 
four who were anxious to try it.” 


These four were sold on service- 
station marketing when they heard 
they would receive $300 a month for 
the two months they would be in 
training at a Phillips training station. 
After that, one of them will take over 
a company station, another will be a 
lessee operator, and the two others 
will be second men at each of the 
stations. “We'll use them for our new 
stations,” Tallman says. 

Advertising for marketing students, 
Tallman says, brought quicker results 
than advertising for dealers or indi- 
cating that a station was up for lease. 
“And these marketing students,” Tall- 
man adds, “were in better financial 
shape than most dealers we get.” 


MAN ALIVE, 
FIVE! 


SELL ALL 


GET AN EXTRA 


discount on any or all of 
these Mac’s radiator products 
during July, August and 
September, the year’s hottest 
selling months! (Offer covers 
retail sizes only, expires 


Sept. 30, 1961) 





MAC’S SUPER GLOSS CO., INC. 


Los Angeles 42, California + Cincinnati 26, Ohio 


Southwest 


‘Gas’ volume increases, 
say area jobbers, but 
TBA and lube sales off 


THE AVERAGE Southwest jobber 
will build more stations this year 
than he built in 1960. He will show 
a good increase in 
gasoline volume 
at year’s end, pro- 
vided there isn’t a 
big reversal be- 
fore December. 
He may, however, 
end up with vol- 
ume decreases on 
both motor oils 
and TBA. 

These things 
can be expected, 
if a spot check of 
nine jobbers in Texas, Oklahoma and 
Louisiana is any indicator of what 
the “average” Southwest jobber is do- 
ing and expects to do. (For a national- 
scale jobber survey, see page 149.) 

The nine who participated in this 
survey said they had built a total of 
16 stations so far this year, and 
planned to build 19 more, for a total 
of 35. This compares with a total of 
16 outlets built by the same group 
in all of 1960. 

Five of the nine found their mid- 
year gasoline volume running from 
3% to 20% ahead of last year. Two 
were on a par with mid-1960, while 
the remaining two were off 4% and 
5%. All nine appeared confident of 
ending up the year with increased 
gasoline volume. 

Not one of the nine, however, re- 
ported higher motor-oil sales. Five 
said. the lubes were “holding their 
own,” while the others reported de- 
creases of 1% to 12%. 

Three reported TBA decreases rang- 
ing from 2% to 10% and three others 
disclosed increases of 5%, 25%, and 
200%. The remaining three of the 
nine checked do not sell TBA. 

These figures, especially those hav- 
ing to do with gasoline volume and 
station-building plans, are misleading 
in some respects. Although his volume 
is growing and he is adding more 
stations, the Southwest jobber isn’t all 
that confident about the future. He is 
very much concerned about two things 
in particular—widespread price wars 
and unstable margins. 

His station-building plans for the 
remainder of this year can be sharply 
affected by what happens on some of 
the problems that concern him. In 


By Marvin Reid 
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many cases, his expansion plans are 
tentative. E. K. Bennett, of Longview, 
Tex., sums up the position of many. 
He says: 

“We might build two stations this 
year. But there is nothing definite. 
Until we can become a little more 
optimistic, we might not build any.” 
Bennett hasn’t built a new station in 
a year and a half now. 

Following is a run-down on each 
of the nine jobbers checked—how 
their businesses are doing, and what 
their principle problems are: 

Ed Amar, Amar Oil Co., Ham- 
mond, La.—This Shell jobber says his 
gasoline volume is up 10%, but his 
motor oil sales are off 12%. TBA has 
been moving “awfully slow.” Amar is 
now building a combination service 
station-B. F. Goodrich store. The 
$135,000 installation will feature a 
four-pump station with five service 
bays. He may build one more station 
this year. 

E. K. Bennett, Bennett Oil Co., 
Longview, Tex.—Besides his station- 
building plans, Bennett reports his gas- 
oline volume is running about 3% 
ahead of last year. He is off about 1% 
on motor oils. In TBA, however, Ben- 
nett is far from average. His sales are 
running “200% to 300%” ahead of a 
year ago, following a switch to the 
Goodyear TBA line. A better business 
climate in East Texas following near- 
total reactivation of Lone Star Steel 
has helped Bennett’s business. 

Charles Knox, Knox Oil Co., Dallas 
—This private brander has built three 
stations so far, plans five or six more. 
The total will be about five more 
than he built last year. Knox is one 
who reports a volume decrease, how- 
ever, reporting his per-station average 
is running 4% to 5% under a year 
ago. Motor oils are “holding their 
own,” and he isn’t in TBA. 

Clem Dufau, Dufau Petroleum Co., 
New Orleans—This Phillips jobber is 
still evaluating a $97,000 combination 
sales and service outlet (NPN—March 
pl14) he opened earlier this year. 
The outlet is “beating all expecta- 
tions,” but he wants more experience 
with it before carrying out plans to 
add others of this type. Dufau built 
One station last year. 

Dufau is currently doing 10% bet- 
ter on gasoline volume than last year, 
his motor oil sales are comparable 
with last year, but battery sales are 
off one third. His tire sales are up 
5%, his accessory sales off 2%. He 
is much more concerned about “sub- 
normal margins” in the face of rising 
costs than he is about product vol- 
umes. 

John Huber, Huber Oil Co., Lake 
Charles, La.—Gasoline volume for 
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Any dealer who wants to increase 
his earnings makes a good start 
when he does brake work, be- 
cause brakes are one of today’s 
most lucrative automotive serv- 
ices. But he isn’t really in the 
brake business just because he 
has stocked up on linings. 


He has to know how to do a 
quality relining job on all kinds 
of cars—all makes and models. 
And Grey-Rock sees to it that its 
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most complete, comprehensive 
brake service manual in the in- 
dustry. Diagrams of every type of 
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blesome types of brakes — short 
cuts that can make work easier. 


And every year Grey-Rock holds 
brake service clinics, where deal- 
ers can get all the facts on brakes 
on the newest cars. This valuable 
training is free. 


This training—plus famous Grey- 
Rock quality linings and the na- 
tional advertising behind them— 
means that the dealer who sells 
Grey-Rock can make more 
money. He also builds a satisfied 
clientele who come back to him 
for service — and who patronize 
his pumps regularly, of course. 
For full details, contact Grey- 
Rock Division of Raybestos- 
Manhattan, Inc., Manheim, Pa. 


Only Grey-Rock makes BALANCED BRAKE LININGS 
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this Shell jobber is up 20%, largely 
because he opened four new stations 
and acquired a fifth earlier this year. 
Motor oils are about the same, tires 
and batteries off 10%. 

Barney Brown, Brown & Sons Oil 
Co., Oklahoma City—Gasoline vol- 
ume is now up 5%, and this multi- 
brand jobber expects to show a 7% 
to 8% increase by year’s end. Tires 
and tubes up 25%, because of an 
aggressive merchandising program. 
This concern has built four new sta- 


tions so far this year, and if “the right 
corner” is found, will build another. 
It didn’t build any in 1960. 

Leslie Neal, Neal Oil Co., San An- 
tonio—Volume is running on a par 
with last year on both gasoline and 
motor oils, and Neal is not in TBA. 
He will build two or three stations 
soon, but none was constructed dur- 
ing the first half. No new stations 
were built last year. 

L. K. Long, Long Oil Co., Dallas 
—Volume running about the same on 
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both gasoline and motor oils. Not in 
TBA. Built five stations last year, two 
new ones so far this year. Plans in- 
definite for remainder of year, but 
may end up building more than in 
1960. 

The ninth jobber didn’t wish to 
have his name used. He is located in 
Oklahoma, and reported his gallonage 
was off 5% the first half. Motor oils 
were on a par with last year, but his 
TBA was off 10%. He built no new 
stations the first half, and has no 
plans to build any the last half. He 
says his firm has internal problems 
which have to be taken care of before 
he can think about expansion. 

Some of the jobbers contacted said 
they were working on promotion pro- 
grams to increase business, but they 
didn’t want to reveal their plans at 
this time. Others will have “re-runs,” 
such as Knox, who will bring back a 
successful ‘“Texas Tumbler” program 
he used three years ago. 

Brown Oil holds monthly meetings 
for its dealers, with coffee and dough- 
nuts and a problem-discussion period 
at the end of them. Speakers from 
various areas of the TBA field (such 
as an accountant and a battery man) 
give tips at the meetings. A TBA sales- 
man calls regularly. Brown will con- 
tinue this, in view of past results. 

Leslie Neal says simply that “we’re 
stepping on the throttle,” and “doing 
everything we’ve ever done before.” 

What about the problems? 

Prices and margins were mentioned 
first by virtually all nine. Nobody 
knew what to do about sub-normal 
prices, but all agreed they have af- 
fected profits and reduced expansion 
plans. 

The problem of getting and keeping 
good dealers still plagues the South- 
west jobber, too. And, the jobber 
usually blames this second problem 
on the first one. Margins are so thin 
because of sub-normal pricing that, 
as one says, ‘‘neither we nor the deal- 
ers make any money.” Jobber Dufau 
would like to see the industry take a 
new approach to station rentals, as a 
possible avenue for improving the 
dealer’s lot. 

As for business as a whole, the 
Southwest apparently has come out 
of whatever economic slump it was 
in. At least, all nine reported their 
particular areas were in good shape. 
Even New Orleans, where conditions 
did get bad, is recovering now, ac- 
cording to Dufau. 


Sign manufacturers, of course, are 
doing a booming business in the South- 
west, what with all the brand-name 
switches and so forth. Southwestern 
Porcelain Steel Corp. in Oklahoma 
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has had to expand its capacity by 
putting in new furnaces, and Texlite 
Inc. of Dallas has sharply increased 
its business volume. 


»Texas Attorney General Will Wilson 
says banning use of trading stamps 
in the state would be unconstitutional. 

“We can perceive no danger to the 
public welfare in the use of trading 
stamps which would prohibit the com- 
plete prohibition of their use,” he told 
a legislative committee on state af- 
fairs. The committee was considering 
a bill to outlaw trading stamps. 


Rockies 


Utah arrests three 
dealers for having 
illegal-sized signs 


UTAH AUTHORITIES are cracking 
down in the state’s gasoline-price-sign 
controversy. Salt Lake County deputies 
arrested three in- 
dependent gaso- 
line dealers and 
charged them 
with “improperly 
posting the price 
or prices of mo- 
tor fuels” on 
large signs out- 
side their sta- 
tions. 

Arrested on 
complaints signed 
by the county at- 
torney were Dave Meyers, Fenton 
Jones, and Myron Hamilton. 

A law passed by the last Utah legis- 
lature limits price signs to 12-in.- 


By Frank Pitman 


square size and stipulates they must | 


be posted on the pumps. 

Several independents are contesting 
the law in the state courts. They say 
it violates their constitutional rights. 
Backers of the law claimed it would 
reduce the effect of price wars. 


Montana agriculture commissioner 
Ed C. Wren says there’s evidence 
that substandard gasoline, oil, and 
other petroleum products have been 
sold in Montana. 

Under a senate bill signed into law 
recently, the commissioner of agricul- 


ture must determine standards for all | 


petroleum products sold in the state. 


This was formerly the responsibility 


of the Public Service Commission. 

Wren says severe penalties can be 
imposed on violators of petroleum 
regulations, up to $5,000 fine and 
one year in a county jail. 


The commissioner says he plans to 
set up laboratory facilities for testing 
petroleum products and make periodic 
inspections of all petroleum outlets. 


> A Wyoming district judge has ruled 
that cash redemption of trading 
stamps does not violate the state’s 
controversial anti-trading-stamp law. 
Judge Glen Stanton ruled at Green 
River that cash redemption was not 























SERIES TWO HUNDRED 


Regions 


covered in the 1959 law which bans 
trading stamps which can be redeemed 
for “goods, wares, and merchandise.” 

The judgment came in a test case 
brought against Union Mercantile 
Supply Co. of Rock Springs. Union 
Mercantile did not deny issuing the 
stamps, but argued that cash redemp- 
tion of trading stamps was not cov- 
ered by the law. 

Sweetwater County Attorney Joe 


Big is the word for the Gasboy Super 200 . . . big in everything 
except size and price. For both above and underground tanks, 
the rugged Super 200 is just 12 inches square, delivers a fast 
14 g.p.m. and is easier than ever to install with the aid of the 
sensational new Install-a-socket. The 200 has a large, easy to 


read roller register, proven dependability and is absolutely 
negligible to maintain. Ask about the Super Compact today 
for the ultimate in economy, performance, and installation 
flexibility. Available in all colors; red is standard. 


The MAGIC 

INSTALL-A-SOCKET 
. WORTH ITS 

WEIGHT IN GOLD 


WILLIAM M. WILSON’S SONS, INC 


Lansdale, Penna. 








NN 


MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS & ROTABOYS 
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Wilmetti said the court ruling ap- 
parently.opens the way for other mer- 
chants throughout the state to start 
‘issuing trading stamps for cash re- 
demption. 

The Wyoming Supreme Court up- 
held the law after about two years of 
litigation. 

In the first complaint made under 
the law, Harry B. Bower, manager of 
Jack and Jill Store, a chain grocery, 
was charged with dispensing cash reg- 
ister receipts at his Torrington store 


which could be exchanged for S & H 
Green Stamps at Scottsbluff, Neb., 30 
miles away. County Attorney Stanley 
Hathaway said the stamps were being 
distributed on the basis of purchases 
in Wyoming, though not actually dis- 
pensed in the state. 


Pride Oil Co. of Salt Lake City 
plans to build 30 new stations in Utah 
during the next four years. Company 
president Robert P. Condie says Pride 
will retain ownership of all stations. 


Designed for TBA Profits! Here’s why: 


COMPLETE LINE—reinforced and regular grades, a 
size to fit any vehicle. 


QUALITY PRODUCT~—gives customer satisfaction, 
builds profitable repeat business. 


PACKAGED—more effective 


display, easy handling. 


ADVERTISED 
—to your dealers. 


CAMPBELL CHAIN COMPANY 


YORK, PA. 





| 
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NCPR 


FTC head vows to push 
for fair competition 


CONFIDENCE that station dealers 
can expect better times soon keyed 
the annual convention of National 
Congress of Petroleum Retailers 
(NCPR) in Denver. 

Delegates from 53 affiliated asso- 
ciations in 30 states and Puerto Rico 
were warmed by the words of fea- 
tured speaker Paul Rand Dixon, 
chairman of the Federal Trade Com- 
mission, who told them: 

“You may be sure that the com- 
mission will continue and, to the ex- 
tent that increased funds and effi- 
ciency permit, will increase its efforts 
to promote fair competition in your 
industry.” (For more on _ Dixon’s 
speech, see pages 34, 89.) 

Retiring president Cash B. Hawley 
of Detroit, after a six-year tenure, 
said he felt “the service-station dealer 
is worse off than ever right now, but 
things are changing — and rapidly — 
for him. There’s going to be some 
real improvement in a very few 
months.” 

Hawley attributed the improving 
prospects to stepped-up interest by the 
oil marketing industry leaders, the 
Federal Trade Commission, and the 
Justice Department in the plight of 
the service-station lessee. 

Newly elected president Thomas J. 
Fountain Jr., Decatur, Ga., dealer 
for Standard of Kentucky, shared 
Hawley’s optimism. “We are going to 
become better organized and more 
effective, both in discussions with in- 
dustry leaders and in a legislative 
way.” 

NCPR leaders summed up their 
attitude in a resolution that declared 
“all dealer problems, present and fu- 
ture, should be handled through any 
and all legitimate means by the NCPR 
affiliate, first locally, then statewide, 
then by NCPR nationwide with the 
individual oil company involved. If 
no response is received, NCPR is in- 
structed to refer the matter to the 
FTC, the Justice Department, or for 
legislative action as may be deemed 
advisable.” 

Other convention resolutions urged: 

1. “All state associations to ask of 
the state’s attorney general of their 
respective states for an investigation 
of the oil-industry pricing policies.” 

2. “That NCPR make every effort 
possible to meet with the top people 
of all the oil companies and show 
them the justification for the dealers 
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seeking cash discounts on gasoline 
purchases and try to convince them 
to grant such discounts. (NCPR 
claimed many lessee dealers, under a 
policy less than two years old, are 
receiving cash discounts for prompt 
payment on gasoline purchases. ) 

3. “All state affiliates to advise all 
members to take the following action 
when TBA pressure is applied by 
their suppliers: (A) Keep a written 
record with dates and time of all calls 
made by supplier representatives when 
TBA is discussed. (B) Record the con- 
versation as nearly as it occurred and 
keep a permanent record on file. (C) 
Undertake to get the representative's 
signature on the statement.” 

Service-station dealers and_ the 
NCPR leaders voiced keen satisfac- 
tion over a panel discussion on sup- 
plier-retailer relations. 

Participants and their basic argu- 
ments included: 

Robert Johnston, vice president of 
marketing, Frontier Refining Co., 
Denver: “Your supplier did not create 
your problems. We can’t solve them. 
But we're always willing to discuss 
matters of mutual interest with the 
dealer. . . . Problem is not overbuild- 
ing (of new stations) but under- 
destruction (of obsolete stations) .. . 
The only reason we're operating serv- 
ice stations—we can’t find operators. 
Mr. Dixon is right when he says you 
dealers can operate stations more ef- 
ficiently than we can. He’s right—we 
lose money on every one!” 

A. V. Fraser, manager of market- 
ing development, American Oil Co., 
Chicago: “Both dealer and supplier 
are dependent upon the customer. 
And we'd better realize our mutual 
dependence in serving the customer. 
In airing what you think are prob- 
lems, never overlook the importance 
of the customer . . . We have 12 men 
working full time trying to decide 
how gasoline marketing will change 
as automobiles change mechanically 
... No one on this panel can tell you 
dealers what an adequate margin 
should be.” 

Floyd Bules, general manager re- 
tail marketing, Pure Oil Co., Chicago: 
“By the nature of your agenda, you 
seem to stress legislative action. This 
should be your last course of action. 
First, better to sit down with oil com- 
panies and work out our differences.” 

H. F. Vander Voort, general man- 
ager of marketing, Continental Oil Co., 
Houston: “If we suppliers help our 
dealers progress, we ourselves will 
benefit. The majority of service sta- 
tion salesmen do not seem to be using 
all their natural abilities. Nor are they 
utilizing training opportunities.” 


Many of the 800 delegates said they 
were expanding their station opera- 
tions to include mechanical work be- 
cause of shrinking profits from gaso- 
line and oil sales. 

Tom Finch, operator of a Gulf 
station in Fayetteville, N.C., for 14 
years, said 10 years ago practically 
all mechanical work was handled by 
garages. “Today,” he said, “about 90 
per cent of the service stations in our 
area employ mechanics for tuneups 
and light repair work.” 


Associations 


J. Lloyd Kinneard of Vancouver, 
B.C., noting the trend to one-stop sta- 
tions, said: “People find it more con- 
venient to have repair work done 
where they buy their gas.” 

Orlando Vargas of San Juan, Puer- 
to Rico, blamed the Cuban situation 
for a deterioration in oil marketing 
in Puerto Rico. “In the past two 
years, four oil companies ejected by 
Castro have moved into Puerto Rico. 
This has flooded the country with 
more service stations than it can use.” 
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988 


with Clear-View Counter 


High Vaeuum + Double Action - Up to 1§ CPM. 


Here in one package Tokheim gives 
you a new, low cost, high-vacuum, 
hand pump with an efficient counting 
device. Pump is similar to famous 
Tokheim 688 models now in use, 
delivering on both forward and back 
strokes, but operates with one instead 
of two diaphragms. Yet it functions 
smoothly up to 15 gallons per minute, 
and will withstand rugged use. Clear- 
View Counter is calibrated to the 
stroke of the pump and provides es- 


General Products Division 


sential gallonage figures for user’s 
records. It counts up to 100 gallons 
per fill and totalizes up to 10,000 
gallons, measuring on full or partial 
stroke. Pump .has vacuum breaker, 
stainless steel valve assemblies, self- 
adjusting suction pipe, removable suc- 
tion screen, locking device and many 
other features. Write for catalog. 


Clear-View Counter may also be used 
with Tokheim Model 688 hand pumps. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


1650 Wabash Avenue 


Fort Wayne 1, Indiana 


OKHEIM 





Subsidiaries: Tokheim International A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto 
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These Products 
SELL 
Your Products 


A COMPLETE LINE OF | 
MOTOR OIL CABINETS 


helps you... 
e Increase motor oil sales 


e Speed driveway service 
@ Promote station cleanliness | 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 








lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
overage size tires. 





REFRESHMENT Palie 


® Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment. - 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 « GREENSBORO, N.C 





What They're Saying 


About FTC charges that major oil companies are 
‘lordly landlords’ of lessee service stations 
... fuel-oil merchandising . . . dealer margins 


Many of your 
problems [at Na- 
tional Congress of 
Petroleum Retail- 
ers] are ours be- 
cause they arise 
from practices 
prohibited by two 
of the most im- 
portant statutes 
administered by 
the [Federal 
Trade] Commis- 

sion... the Robinson Patman Act... 
and the Federal Trade Commission 
Act. Despite the known importance of 
these practices as a source of your 
troubles, I am continually reading that 
this is not the case, and that your 
difficulties stem mostly from your in- 
efficiency. I venture to say that you 
will quarrel violently with this. A very 
large proporiion of you, of course, 
are lessees of great oil companies, 
most of which are among the largest 
corporations in the country. I wonder 
why these industrial giants—who are 
efficient, of course—let you operate 
stations year after year. Is it not be- 
cause you, as individuals and as a 
class, serve motorists better and more 
efficiently than could your lordly land- 
lords? If you didn’t, it doesn’t seem 
likely that you would continue as 
lessees. Moreover, I can’t help wonder- 
ing what you could accomplish if 
you were independent owner-opera- 
tors of your pumps rather than tenant- 
operators. It could be something which 
your landlords would not like to see 
happen. Perhaps someday you will 
become the owners.” Paul Rand Dixon, 
chairman, Federal Trade Commission, 
before National Congress of Petrole- 
um Retailers. 

(For editorial comment on Dixon’s 
remarks, see page 89). 


¢¢ Except for occasional trouble spots, 
the tank corrosion problem seems to 
be diminishing in severity, which is 
all to the good and is probably be- 
cause of the use of [rust] inhibitors in 
head-opening tanks and less corrosion 
in bottom-opening tanks.” M. J. Reed 
technical division chairman, Oil-Heat 
Institute of America 


¢¢ There is no more important word 
in the fuel oil industry today than 
merchandising. To merchandise your 
product requires a lot of work on the 
part of some and increased efforts on 
the part of others, depending on the 
timing when your organization faces 
up to the fact that no longer will fuel 
oil move unless you sell it.” David T. 
Brewster, fuel oil department, Fuel 
Merchants Assn. of New Jersey. 


((Businessmen 
are only too of- 
ten overly antag- 
onistic to govern- 
ment—and equal- 
ly, those in gov- 
ernment have 
found it politically 
useful to harass 
business. We still 
describe our sys- 
tem by the term 
‘private enter- 
prise’ but it is obvious we now have a 
mixed public-private economy. And 
that is the fact upon which we must 
work. . .. Our primary goals are now 
global in scope. They are altogether 
too vast for government or business 
corporations to resolve alone. To meet 
the demands of the cold war, clearly a 
working partnership between business 
and labor and government is needed.” 
M. J. Rathbone, president, Standard 
Oil of New Jersey. 


Rathbone 


¢¢Branded dealers who expect a re- 
turn to margins of six to eight cents 
are crying for the moon. Unbranded 
dealers cannot expect to continue 
getting a two to five cent differential 
per gallon. Each of us must think in 
terms of the most spirited competi- 
tion from other majors and from pri- 
vate- or local-brand marketers.” G. 
H. Priggen, Kansas City general 
manager, Mobil Oil Co. 


¢¢ What is going to be done about the 
new class, the ‘Newly Poor’, resulting 
from the cutback in expense ac- 
counts?” Leo Welch, vice president, 
Standard Oil of New Jersey. 
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Action Team 
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Ford Motor Company, and Autolite—the new Action Team. 


Backed by the research, the production facilities, and the merchandising 
know-how of the Ford Motor Company. Spark plugs, batteries, ignition 


parts—a complete, an aggressive line of products that will be sold through 
independent distributors. Autolite means business 


You'll find the proof on the next seven wages AUTOLITE 
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Guaranteed Market 
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Autolite spark plugs are now standard equipment on every Ford, 
Falcon, Mercury, Comet, Thunderbird, and Lincoln Continental. 
You've got 32% of the replacement market going in. And 32% is just 
the beginning. This is the spark plug that cleans itself while you 
drive. Proved in competition: used last year by more NASCAR drivers 


AUTOLITE-4 SPARK PLUGS icc: put tosetner 
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Sales Exclusives 
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Only Autolite sells the sta-ful battery—the battery with up to 3 times 
the liquid reserve, up to 3 times the protection against battery dry- 
out. Only Autolite sells the Power Bond—the vibration-proof battery 
that’s loaded with exclusive features for your customers, loaded 
with profit for you. Autolite offers you batteries in every price 


, each with exclu- 
sive sales ‘features. AUTOLITE 4 BATTERIES 
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Expanded Parts Line 


P7PPTPTITY 
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Now, from Autolite, for all Autolite dealers. A complete line of igni- 
tion parts for all Ford Motor Company and Chrysler Corporation 
cars. Plus electrical parts for over 200 makes of marine, farm, and 
industrial engines. Plus carburetors, carburetor repair kits, gasket 
kits, and tune-up kits for all Ford Motor Company vehicles. These 


t ly the begin- 
AUTOLITE 4 PARTS LINE inc. crow with Autoite 
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Every week you'll see Autolite in action on the “Straightaway’’—Autolite’s 
new ABC network television show. You'll see Autolite in action with par- 
ticipating TV sponsorship of American Football League games. Magazines? 
You bet. Starting with a full-page, full-color ad in the September 8th issue 
of Life Magazine. Followed by another four-color Life ad in October. 
And another one-pager in November. Every month this fall you'll see 
Autolite ads in no less than 14 national magazines. And we’re locking in 
final details on a national consumer promotion that’s already been 


completely and successfully tested in the field. 
Watch for full details on this program next month. + AUTOLITE 





MOBIL RESEARCH ANNOUNCES THE DEVELOPMENT OF THE 
FIRST MODERN CRITERION OF TOTAL GASOLINE PERFORMANCE 


The Megatane System 
of Rating Gasoline 


Based on a five-year study of gasoline performance 
characteristics, the MEGATANE Rating System overcomes 
the inadequacy of partial ratings (such as octane) and 
provides an all-inclusive rating of gasoline performance. 


As every gasoline technologist knows, 
octane rating is an important factor 
in the evaluation of gasoline. He also 
knows that it is far from the total 
measure of gasoline quality. 

Since the octane rating was in- 
troduced 34 years ago, brilliant ad- 
vances have been made in petroleum 
technology. For example, the inven- 
tion of platinum reforming provides 
a means of producing a higher-energy 
gasoline that satisfies today’s high- 
powered motors. Metal deactivators 
were developed to prevent carburetor 
gum deposits that foul carburetors 
and stick chokes. Phosphorous addi- 
tives were developed to neutralize 
harmful combustion deposits and to 
give longer spark plug life. Detergent 
additives were introduced to keep 
carburetors clean. 

These and many other characteris- 
tics are important to the gasoline user 
today. Unquestionably, there is a 
great need for a broad standard of 
gasoline performance that recognizes 
all these factors. It is this need 
that Mobil research has sought to 
answer. 


Development of 
the MEGATANE Rating System 


The MEGATANE Rating System 
evolved from analysis of the many 
desirable performance qualities of a 
gasoline. This was coupled with an 
intensive study of the primary bene- 
fits and secondary effects of provid- 
ing these qualities. This was impor- 
tant because in many cases these 
secondary factors altered the primary 


benefits, sometimes with unfavorable 
side-effects. 

After long consideration and dis- 
cussion, a large group of perform- 
ance qualities was isolated as repre- 
senting the important properties of 
today’s ideal gasoline. 

Evaluation of all these qualities 
was a complex undertaking—for the 
goal was not only to evaluate the 
qualities of a gasoline, but to be able 
to predict the gasoline’s performance. 


The MEGATANE Rating System 


Our MEGATANE Rating System ac- 
commodates all the important quali- 
ties in today’s gasolines. The MEGA- 
TANE rating of any gasoline is the 
total number of effective qualities it 
possesses on the MEGATANE scale. 

In order to be effective, the quality 
must not only provide the perform- 
ance advantage for which it is in- 
tended, but it must be free of adverse 
side effects which would cause trouble. 
This condition indicates the need of 
quality controls which define the ef- 
fectiveness of every quality feature 
on this overall basis. 

For example, high volatility is de- 
sirable to provide good cold engine 
response for fast acceleration. How- 
ever, if the volatility is too high, so 
that it “vapor locks” the engine, it 
is no longer effective and no credit 
for this feature is given in the 
MEGATANE Rating System. 

Another example, an effective car- 
buretor de-icing additive must not 
only efficiently combat stalling that 
occurs under icing conditions, but it 


raust also be free from any adverse 
characteristics such as emulsification 
or chemical reaction that could 
shorten fuel filter life or foul car- 
buretor operation. 

In all such cases, the MEGATANE 
Rating System does not credit the 
positive advantage unless it is ac- 
tually provided and unless it is free 
from any harmful effects such as in- 
dicated above. Both of these condi- 
tions must be satisfied to consider a 
quality effective in the MEGATANE 
Rating System. 


The Octane Measuring Stick 


The widespread use of octane rat- 
ings as a measuring stick of gasoline 
quality has been valuable to the ex- 
tent that it has rated an extremely 
important factor in gasoline perform- 
ance during an era of rapidly increas- 
ing engine compression ratios. This 
trend, however, has now sharply de- 
celerated. Now there is a real need 
for a broader and more meaningful 
rating—one that goes far beyond 
octane rating in scope. 

We believe that the MEGATANE 
Rating System is an important step 
forward in the attainment of such a 
goal. It is the first system to take into 
account all the important perform- 
ance factors that enter into today’s 
complex modern gasolines. 

A gasoline skilfully formulated to 
meet high _MEGATANE standards 
will provide, in the opinion of Mobil 
engineers, dependable total perform- 
ance in today’s cars over the widest 
possible range of driving conditions. 


Mobil Oil Company 


Copyright—June 1961—A Division of Socony Mobil Oil Company, Inc. 
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Billions of gallons of gasoline yearly are delivered by U.S. Royal Wire Braid Gasoline Pump Hose to help keep 
the nation’s trucks, buses, and automobiles rolling on the greatest transportation network in the world. Exposed to all 
kinds of weather and abuse, in stations from Maine to Mexico, this product of the world’s hose leader serves long 
L after others fail. BIS 


erect 
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No other line of oil marketing hose serves the oil industry so 
well, is backed by such an outstanding record of service to all fields of 
industry. From the oil field through the refinery to the pump on the 
island, there’s a US Hose to serve you better. 
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Thousands of service stations are loaded up quick- 
ly, surely, and safely with time-tested, oil-company-speci- 
fied U.S. Royal Tank Wagon Hose. Combining toughness 
and flexibility, this hose is repeatedly subjected to rough 
handling, yet continues to provide the reliable day-in, 


day-out service for which US marketing hose is famous. 
H 116 








Hundreds of millions of passengers flown yearly 
by commercial airliners are sped on their way by power- 
ful aviation fuels that were carried aboard by depend- 
able, long-lasting U.S. Royal Aircraft Refueling Hose. 
Built to withstand highly aromatic gasolines and jet fuels, 
tough enough to take the hardest use, it still flexes 


easily and without kinking for fast, efficient fueling. 
H118 




















Millions of homes are kept warm and comfortable 
by the fuel received through a U.S. Royal Fuel Oil Deliv- 
ery Hose. Combining unusual lightness and ease of han- 
dling with high kink resistance, its tougher-than-it-has- 
to-be construction pays off for users in longer, more 


reliable service, in less hose cost per fuel delivery. 
117 





For every industrial rubber product need, turn 
to US. For Conveyor Belts, V-Belts, the original 
PowerGrip “Timing” Belt, Flexible Couplings, 
Mountings, Fenders, Hose and Packings... 
custom-designed rubber products of every de- 


WORLD'S LARGEST MANUFACTURER 
OF INDUSTRIAL RUBBER PRODUCTS 
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scription. Discover why U.S. Rubber has become 
the largest developer and producer of industrial 
rubber products in the world. See your US 
Oil Equipment Jobber. He has a superior hose 
for every marketing need. 


United States Rubber 


MECHANICAL GOODS DIVISION 





PACKAGING PROBLEMS? TURN CROWN LOOSE ON ’EM! 


No sense putting up with problem packaging. Instead, put Crown’s depth of packaging experience 
and know-how to work for you. Under strict quality control, Crown manufactures the finest oil 
cans you can buy—in quart, gallon, five quart, and two gallon sizes. Crown has a new and 
thoroughly efficient service department. Crown has a combination of complete can handling 
facilities in every plant. Packaging problems? Call on Crown! 


ove PACKAg,, cans * crowns « closures « machinery 
S 


CROWN CORK & SEAL CO., INC. 


> 
i 
~ 9300 Ashton Rd., Philadelphia 36, Pa. 


L > 
£S crown © 
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whole gallon 


This little jiggerful is a pretty close |. 3 measure of the average petroleum 
jobber’s profit per gallon. Lose it through spillage, pilferage or in- 
accurate measurement and you lose the ™ profit on a whole gallon sold! 

Multiply this by the number of gallons one of your trucks handles. A small 
measuring error could give away $2,000 of your money in one year with the greatest 
of ease! 

This is why accuracy is the only important factor when buying a meter. All 
other factors, such as loss of head or a slightly lower price, take a back seat. 

Make sure you get true accuracy in three dimensions . . . accuracy at one rate 
of flow at any one time . . . accuracy over a wide range of flows . . . and most 


important, accuracy that’s sustained over many years, that doesn’t drift every time 
you turn your back. 

Neptune’s fine reputation and leadership is based on true three-dimensional 
accuracy. For positive personal proof, make your own tests. Keep comparative 
records. And ask your neighbors. 

Neptune oil equipment jobbers near you have all sizes for tank trucks, trans- 
ports, refuelers, bulk plants and terminals. 


NEPTUNE METER COMPANY 


47-25 34th St., Long Island City 1, N.Y. LIQUID METER DIVISION 
Branches and Jobbers in All Principal Cities 





540 Series Cantilever Pole 
(luminaire not included) 





= 9900 Series 
= ee Area-Lites 








8900 Series 


ar * 





New Revere luminaires and poles 
provide attractive, high-level lighting 
for modern service stations 


Modern design of the Revere Cantilever pole and fluores- 
cent luminaires shown above results in strikingly attrac- 
tive service station installations that pull in customers. 


Design of this equipment to meet today’s lighting 
needs of service stations is typically Revere—attractive, 
functional, efficient and durable. Modern 540 Series 
Cantilever poles (with 9900 Series luminaire) “reach 
over” approaches to put the light where you want it. 
Gracefully styled Area-Lites (utilizing four or six high- 
output or extra-high-output lamps) mount in many ar- 
rangements to light pump islands and service areas. 


OUTDOOR 


Revere Electric Mfg. Co. 


The 8900 Series provides an attractive horizontal island 
lighter that mounts singly or in continuous runs 12 feet 
or longer by joining the 6- and 8-ft. units end-to-end. 


Whatever the requirements of your service station 
lighting, Revere can fill them with advanced lighting 
equipment—structurally matched for strength and bal- 
ance, and design matched for peak lighting efficiency 
and attractive appearance. 


Write for Bulletin 900-16A for full information on 
luminaires and Cantilever pole shown. 


LIGHTING 


7420 Lehigh Avenue e¢ Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: NI les 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 


RVR-1-202 















DOUBLE 
GUARANTEED 


Com aats] (om oles 


Pa 


<i TBA sales SOX, 
C3 | Jump to attention! 


Here’s another timely selling tool—a written double guarantee—to help you 
tap greater tire sales and profits with the complete General TBA line. And 
in addition to top-quality merchandise, General offers you full advertising 
and marketing support, a sales training plan second to none plus warehouse 
facilities as near as your telephone. Make today your day of decision! Go 
General Tire and remember... if it’s good for business, General has it! 


Write to...W. A. Robinson, TBA Sales Manager 
THE GENERAL TIRE & RUBBER CO. 


AKRON, OHIO 


e rubber industry 
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‘There is a way 
to keep this guy 
in business! 


The solution is surprisingly simple! 


Good location, accepted brands, neat 
appearance, courteous attendants —the ele- 
ments of success—but not for this dealer! 
He couldn’t make a go of it. He didn’t know 
how to build back room business. 

This isn’t an isolated case. Stations are 
being boarded up in every state. And along 
with actual failures, a recent API Survey 
shows a frightening increase in station turn- 
over due to “dealer or company caused 
reasons.” 

Could it be that dealers are “pumping” 
themselves out of business? Back room 
business is more important than ever before 
to a dealer’s prosperity. Yet look what’s 
happening there. Oil change recommenda- 
tions and lubrication requirements have 
changed drastically on many makes of cars. 


More are coming to make things tougher. 

But there is a way to build volume back 
room business and the solution is surpris- 
ingly simple. Give your dealers the benefit 
of FRAMARKETING*. Here is a program 
that backs your dealers every step of the 
way to build motor oil and filter business 
for quick, dependable profits. 

Most dealers just won’t do it on their own 
—but when FRAMARKETING* goes into 
action, so do your dealers. A constant pro- 
gram of education, training, advertising and 
promotions keeps them on their toes. But 
it takes action on your part first. 

Why not find out right now how 
FRAMARKETING#* can boost your 
dealers profits and keep their business 
healthy? Write or phone: National Accounts 
Division, FRAM CORPORATION, 
Providence, R.I., GEneva 4-7000. 


ONLY FRAM GIVE: 


SKFRAMARKETING...the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 
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“Stop at this sign 
for expert service, 


SAYS THIS “PRESTONE” tux: TY COMMERCIAL! 





demented 





° OIL CHANGE 
* LUBE JOB 


* COMPLETE COOLING 
SYSTEM CHECK 


* “PRESTONE” ANTI-FREEZE 








ACT NOW! SAVE MONEY: 
AS Low AS /$ 











The scene above is one in a series of “Prestone” Anti-Freeze commercials. It features the importance of proper winter servicing by experienced and well-equipped dealers 


Make sure you display the SARL GROEV Kot 
“Special Package Deal” poster featured on TV! i 


Again, early this fall, “Prestone” Anti- 
Freeze will reach millions and millions of 
car owners— your customers—to adver- 
tise your complete winterizing package 
on network TV. You can best cash in on 
this advertising by displaying the new 
EARLY FROST “SPECIAL PACKAGE 
DEAI,” poster...and by promoting com- 
plete winterizing service right now! 
This poster sells your own special 
package deal for ALL FOUR pre-winter 
service jobs, including “‘Prestone” Anti- 
Freeze. Set your own package price in 


Here’s the “Prestone” Anti-Freeze TV Network Line-up. Begins September 16th. Biggest ever! 


the circle provided and sell complete 
service instead of just a fill of anti-freeze. 
Your customers will be seeing the 
EARLY Frost “SPECIAL PACKAGE DEAL” 
poster on TV and will be urged to stop 
at this sign for experienced service... 
Oil Change, Lube Job, Complete Cooling 
System Check and “Prestone” Anti- 
Freeze. The sign is contained in the FREE 
kit of “‘Prestone’’ Anti-Freeze dealer 
helps that your supplier has for you now. 
Remember, for greater all-around profits, 
SELL ALL FOUR, NOT JUST ONE! 


SPECIAL 
PACKAGE DEAL 


Gu get 
© OIL CHANGE: 


e LUBE JOB 


© COMPLETE COOLING 
SYSTEM CHECK 


© “PRESTONE” ANTI-FREEZE 





ACT NOW! SAVE MONEY! 


AS LOW AS Age: 





SURFSIDE SIX @ ROARING 20's ¢ NCAA PRE-GAME © CAPTAIN OF DETECTIVES © THE CORRUPTERS © ADVENTURES IN PARADISE 


UNION | 
CARBIDE 


NBC-TV SAT. NITE MAJOR MOVIES © LAWRENCE WELK « NAKED CITY © THE OUTLAWS © LARAMIE © WORLD SERIES SPECIAL 


“Prestone”, “Eveready” and “Union Carbide” are registered trade-marks for products ot 


UNION CARBIDE CONSUMER PRODUCTS COMPANY . Division of Union Carbide Corporation 


+ 270 Park Avenue, New York 17, N.Y. 
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THE HEART OF ANY BULK PLANT OPERATION... 
1S THE PUMP THAT SPEEDS DELIVERIES, DEPENDABLY! 








KEYSTONE cuts delivery time 
over 60% with MARLOW! 


Keystone Oil Company operates six, 60,000-gallon-capacity 

bulk plants that serve the Philadelphia area with #2 fuel oil. 

At the firm’s Front & Berks Street Plant they recently replaced 

an old positive displacement pump with a Marlow, 32 HELP- 

13 to more than double loading rates. This makes it possible 

for them to keep pace with their home fuel oil delivery trucks 

which are Marlow equipped. Marlow 2C2G’s on the trucks more 

MARLOW PUMPS — than doubled their delivery rates. The equipment was sold by 
pets seh arabada: x Argpesc nai = o oe ponent me P eaaeaiio or planning a new 
MIDLAND PARK, NEW JERSEY one, look to Marlow for the solution to your petroleum pump- 
Morton Grove, Illinois * Longview, Texas ing problems. Marlow builds a complete range of pumps for bulk 

.; plants, home delivery trucks, and transports. Write today for 

ee ay eA ~ ee Bulletin PM-06 and the name of your Marlow dealer. odudi 
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Less Weight, 
Faster Delivery with New NEOPRENE-Covered Hose 


your deliveries. It’s available 
in 2, 3, 34% and 4 inch sizes. 


This new bulk delivery hose is 
strong enough to take the 
toughest kind of punishment; 
so light that a 20-foot length 
of 4-inch diameter weighs only 
one pound more than the same 
length of conventional 3-inch 
hose; and so flexible that driv- 
ers find it easier to handle than 
any other type. 


Made with specially com- 
pounded resilient cord spiral 
reinforcement, this lightweight neoprene-covered hose 
can give you immediate savings in time and money 
by permitting the use of larger diameter hose for 


QU PONT 


86. u 5. pat. OFF 


With neoprene-covered hose, 
your maintenance and replace- 
ment costs also will be lower. 
Neoprene has exceptional re- 
sistance to abrasion, weather, 
heat, cold, oil, grease, acids 
and chemicals, assuring long, 
trouble-free service. 

Your oil equipment jobber 
has complete information. Or 

you can write direct to: E. I. du Pont de Nemours 
& Co. (Inc.), Elastomer Chemicals Department 


NPN-9, Wilmington 98, Delaware. 


NEOPRENE 
SYNTHETIC RUBBER 


Better Things for Better Living . . . through Chemistry 
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- OPERATING 


“'WHITEWAY’S NEW LANCER 


WHITEWAY’S NEW LANCER assures you of thin modern styling plus the 
new COOLGUARD ballast compartment. Ballasts are mounted with two 
radiating surfaces in contact with housing to dissipate heat to exterior for 
longer ballast life. Tests by General Electric indicate ballast life is doubled 
by decreasing its operating temperature by 10°C. below 90°C. which is the 
UL allowable maximum. WHITEWAY’S COOLGUARD ballast compartment 
doubles expected ballast life due to the fact that ballast operating temper- 
tures are 50°-70° C. with the COOLGUARD ballast compartment under 
normal usage. New COOLGUARD ballast compartment complements an 
exterior modern look at tomorrow’s styling today. The completely weather- 
proof LANCER can be single or twin mounted, either with WHITEWAY’S 
new DYNA-MOUNT or UNIVERSAL ADAPTER. 


ee! fm = ANOTHER FIRST FROM WHITEWAY 


2%" PIPE 
EXTENSION 


3”%" 
POLE 


.- WHITEWAY’S NEW LANCER with the exclusive DYNA-MOUNT is applicable to all 

- WHITEWAY DYNA-MOUNT round davit poles. 244” davit extension arm projects 4 ft. into 

6 ft. or 8 ft. fixture. Your choice of degrees for davit arm positioning either 0°, 744°, 15° or 

25° angle for LANCER DYNA-MOUNT as illustrated. (15° standard unless otherwise speci- 

fied). Fixture can be rotated to desired position by simply releasing locking bolts as illus- 

trated in color above. Lamps available for the LANCER DYNA-MOUNT are 4 PG, VHO, 
SHO, T10 or T10J. 
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WRITE WHITEWAY FOR COMPLETE INFORMATION, DISTRIBUTORS IN EVERY MAJOR CITY 


H,) e ASSOCIATE MEMBER 
MANUFACTURING CO. 


——_—_—_—— 
- 1738 Dreman Ave. Cincinnati 23, Onio 








September, 1961 + NATIONAL PETROLEUM NEWS 





Keep jobs moving with Fizemon Big] 


HOSE FOR TANK TRUCKS delivers long service 


QUAPRENE CL TANK TRUCK. Oil-resistant tube and cover. Especially suitable for use 
with high speed pumps. Red neoprene cover resists abrasion and weather. Inner-con- 
struction of cotton and wire braid can be reformed to original shape with a mallet. With- 
stands 150 Ibs. working pressure. In sizes 144” to 4’. 


QUAFLEX TANK TRUCK. Ideal for heavy duty suction and discharge service. Wrapped 
cover with an inner reinforcement of rayon braids and spring steel wire. Lightweight and 
easy to handle, yet it takes hard usage. Lengths to 50’ in 144” to 4” sizes. 





HOSE FOR GASOLINE STATIONS 
with long-wearing qualities 


New hard wall construction with spiralled wire is 
highly flexible under temperature extremes. Made 
with a molded neoprene cover to take long, hard 
usage. Reinforcement for the %” and 1” sizes con- 
sists of carcass with high strength synthetic yarns 
and body wire used also as a static wire for safety. 
UL approved. Available in long lengths; %” and 1” 
sizes. Outside diameters are small enough to be 
used with the latest retractable-hose gas pumps. 
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Thermoid has a complete line of hose for marketing to gasoline sta- 
tions or homeowners . . . as well as air and hydraulic hose for allied 
applications. Your Thermoid Big T distributor has a complete line in 
stock for immediate delivery. Call him today for products that have 
full approval of many of the major oil marketers. He also carries a 
complete line of automotive hydraulic brake parts and fluid, bonded 


brake shoes, fan belts and hose. For more informa- 
tion, write Thermoid Division, 200 Whitehead 
Road, Trenton 6, N. J., or phone JUniper 7-3000. 


HOSE FOR FUEL OIL DELIVERY 
gives top performance 


FUELMASTER FUEL HOSE. Highly flexible and 
kink-resistant with a remarkable ease of han- 
dling. Available with tightly braided high-tensile 
rayon cords in 2- or 3-braid construction. 
Static wire is woven into carcass. Lengths to 
175’ in 1” to 14%" sizes. 


HOSE FOR BUTANE-PROPANE 
resists permeation 


350 L.P. GAS. For loading tank cars, domestic 
tanks, bottles and cylinders. Molded cover 
with heavy braided rayon construction. Tube 
resists permeation of volatile gas. Checked 
for static conductivity. Non-marking, grey 
neoprene cover. Working pressure to 350 
p.s.i. 25’, 50’, or 500’ lengths; %”-1” sizes. 


L.P. VAPOR LINE. For vapor release lines in 
loading tank cars, domestic tanks, bottles and 
cylinders. Molded cover with rayon braided 
reinforcement. Has oil-resistant tube. Has 
red, non-marking neoprene cover. Accepts 
working pressures to 300 Ibs. p.s.i. In 25’, 
50’, or 500’ lengths; 4” to %” sizes. 


Sethe. sthe 
“Se S$ 


PIT) CT? 


en RS 


THERMOID DIVISION 
H. K. PORTER COMPANY, INC. 


200 WHITEHEAD ROAD, TRENTON 6, NEW JERSEY 
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Thermoid 


SKID TANK PUMP HOSE 
features extreme flexibility 


Molded construction with a single rayon braide, 
carcass and oil-resistant tube. For use with 
gravity discharge or low pressure hand pump. 
Black neoprene cover is highly resistant to oil, 
ozone and weather. Supplied with or without 
static wire. Available in long lengths; sizes 
%”, %” and 1” sizes. 





If you move oil... here is your ticket to bigger profits. This ticket is a printed 
record of the amount of oil or gasoline transferred from one point to an- 
other. Its unique function pays off all along the distribution network...from 
pipe lines to bulk tanks to loading racks to tank trucks to the consumer. 
Tickets like this one are printed by a remarkable Veeder-Root counter used 
by leading meter manufacturers to automatically record liquid flowin tamp- 
erproof form. It’s called the Master Meter Duplicator. Ask your meter sup- 
plier to show you how this counter-printer ends guesswork and waste. How 
it tightens control, nourishes profits. Write for Bulletin 227736. Special 
Products Mer.,Veeder-Root Inc., Hartford 2, Conn. count on...Veeder-Root 


Master Meter Duplicator adapts to most makes of 
meters ... prints a “‘sealed in” ticket that shows 

the number of galions delivered ... gives each 
transfer a serial number .. . protects your customers, 
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TIRE CORD 


PROVED BEST IN TWIN TORTURE TEST 


Here’s proof that TYREX 
rayon cord gives you the most 
powerful sales story in the 
tire industry today! 








UTKVAELX yayon tire cord 
proved best on the turnpike! 











0 

in = 
BETTER =| 
TREAD WEAR © 


THAN NYLON! 





235,554 BLISTERING TIRE MILES ON KANSAS TURNPIKE PROVE TYREX 
RAYON TIRES OUTWEAR NYLON! The order came down: “Equip a pas- 
senger car fleet with nylon tires and with TyREX rayon tires. Let’s 
find out which tires stand up best.”’ Result: a tread wear test in 
Kansas... and, with the same tires ... an impact test in Colorado. 
Tires used: standard original equipment TYRExX rayon tires and 105- 
level nylon tires. On the concrete Kansas turnpike, cars set a sizzling 


80 mph pace (fastest legal limit in the country) . . . rolled up nearly 

; ; pe hal ; 
sleond cally oh drive Whgule, Whsee eovene enough mileage for a trip to the moon! Final tabulations left no doubt: 
wear occurs. Test cars traveled in convoy TYREX rayon tires had far less rubber loss... gave 17% better tread 
to equalize road conditions. wear than the nylon tires! 


CHECKING TIRE PRESSURE—Test tires were 














27VALEX rayon cord proved 
best on tire-killing roads! 


OVER ROCKS AND RUTS OF MURDEROUS MOUNTAIN ROADS TYREX RAYON 
TIRES OUTLAST NYLON! Next stop for these tires: the rugged ranch 
country around Steamboat Springs, Colorado. After 26,788 rock- 
strewn tire miles, TYREX rayon cord came through again, taking 
all the punishment the notorious Elk River Road could dish out! 
Result: original equipment TYREX rayon tires had nearly 30% more 
miles per failure than 105-level nylon tires. And these tests were made 
under actual operating conditions—not in a laboratory as in some 


VEST FLEET READY TO ROLL — Cars await gruel- so-called “‘tests’—but more severe than most of your customers 
ling ‘‘impact’’ phase of test. During runs, ' 
drivers were rotated to minimize effects of encounter! 


individual driving habits on test results. 


Turn the page for more sales advantages of TYREX rayon tires! 





IYTREA 


RAYON CORD 


NO “NYLON THUMP”! 


None of that bumpy “flat-tire” 
feeling that occurs in nylon tires. 
SELL this ‘‘no-headache”’ factor of 
TYREX rayon cord to your cus- 
tomers. 


GIVES YOU 
MORE TO 





COOL RUNNING FOR SAFETY! 


TYREX rayon tires run safely at 
turnpike speeds because they shrug 
off tire-killing heat. Recent tests 
prove TYREX rayon tire cord re- 
tains its strength under toughest 
operating conditions. 


rademark of TY REX Inc. for rayon tire yarn ar 


CHOSEN BY ALL 
CAR MAKERS 


All 5 of America’s car manufac- 
turers chose TYREX rayon tire cord 
for their 59, 60, and ’61 cars. Sell 
this unprecedented endorsement of 
TYREX rayon tires to customers! 


] Y REX rayon tire yarn and cord is also produced and available in Canada 





Integral air cleaner and muffler—easily cleaned Disc-type valves with guides and 

seats of bar stock—no stampings 
3-ring automotive-type pistons for 
maximum compression and output 


Extra large full-floating piston 
pins—hardened and ground 


Alloy iron cylinders—bored and honed 

for perfect fit, higher compression 
One-piece aluminum alloy connecting 
rod for long service 


Dusttight cast iron crankcase— 
no gasket joint below oil level 
































Oversize, thick-wall bronze bearings 
(Timken also available) 


Heavy duty, precision-balanced crankshaft— 
supported at both ends 



































2s.and see why Wayne single-stage 
compressors offer more for your dollar 


Many small compressors look similar at first glance. But they 
are not... even when closely priced and identically rated (in 
terms of piston displacement). The difference lies in quality— 
of engineering, of materials, of construction. And this is the 
difference Wayne offers you. Top quality — reflected in long 
service life, minimum maintenance, more usable air output. 
More for your money—not only in terms of purchase price, 
but also because Wayne gives you more economical service 
over the years. Available in single-cylinder type ‘‘S’’ series, 
1/4, to 34 hp, and 2-cylinder type ‘‘T’’ series, 34 to 114 hp, tank 
mounted, base mounted or portable tank, electric or gas 
engine drive. Request new Bulletin W-123 for complete data. 


Model T66V, 1 hp Model S32HP, 14 hp 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazile Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, Italy 
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A giant jet takes off over the new Columbian Avjet 
Refueling Division, just across the river from the 
Kansas City Municipal Airport... 


While workmen in the Final Assembly building fin- 
ish construction of new Columbian Jet Refuelers... 


And in the new Avijet Testing Building, each new 
Jet Refueler undergoes exacting inspection and 
tests that include the use of precision pressure 
and electronic instruments, designed to achieve 
the maximum flow per minute within the precise 
limitations of the jet fuel systems. 


oe | ls mee 2 a 
Columbian Jet Refueler—ready for fast delivery by 
highway or railway “piggy-back’” from centrally 
located facilities in the Heart of America. 


Refueling for 
the Jet Age... 


AT NEW COLUMBIAN 
AVJET DIVISION 


A giant jet airliner thunders down the runway 
of Kansas City’s Municipal Airport — uniquely 
located only five minutes from the downtown hotel 
and shopping district. Seconds later the jet roars 
over the Missouri River and the complex buildings 
that make up the Columbian Steel Tank Company 
plant in the Central Industrial District. The men 
working in two of these buildings feel a kinship 
to the great airliner as it rises swiftly and surely. 
They are the Columbian engineers, technicians and 
craftsmen of the new Columbian Avjet Refueling 
Division, producing specialized refuelers for the 
jet age. 


The Avjet production facilities are new, but they 
are an addition to other facilities that have pro- 
duced thousands of conventional truck tanks and 
hundreds of specialized semitrailers. 


While the production techniques Columbian pi- 
oneered have become somewhat commonplace, only 
Columbian’s know-how ... experience . . . precision 
and persistence in following a tradition of quality 
meet the exacting requirements for jet refuelers. 
This performance record is well recognized by 
operational engineers who of necessity specify their 
needs in concise functional specifications. 


To Columbian Avjet craftsmen, each passing jet 


is a thundering reminder of this coveted trust and 
tribute. 


AVJET DIVISION 
COLUMBIAN STEEL TANK COMPANY 
P. O. Box 4048-1 Kansas City, Mo. 
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PULL IN MORE 
CUSTOMERS WITH 


BRIGHTER SIGNS 


Both old and new, stations need the 
extra light power of Plastilux" signs. 
This brighter, clearer day and night 
sign will attract more customers and 
pay for itself in lower maintenance 
and operating costs. 


A Signvertising’ engineer will help ee ee ee ee ee fe eee ee 
modernize your entire sign program 

without obligation. Use the coupon 

below. 


ook <x > 
INSIDE a 


See how maximum light power is developed 
—how shadow-free engineering is perfected 
—how easy, low cost maintenance is assured. 


ORIGINATORS OF 
We operate service stations. 


PLASTILU | Please have a Signvertising engineer call. 
the sign with 


ae 20 OR. ae am = 4 OP © k OF Ole tt) 
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At Huron, South Dakota: |. to r., Walter Fischer, Fischer 
Oil, Longlake, S. D.; Robert Hillestock, Hillestock Oil, 
Lake Preston, S. D.; Bill Marquam, Roger Peterson, Pure 
Oil Representative, Kenneth Pommer, Community Oil Co., 
Clark, S. D. : 
At Chapel Hill, North Carolina: 1. to r., Harold D. Oliver, 
Moore Oil Co., Burlington, N. C.; Frank McNeil, Pure Oil 
Distributor, Aberdeen, N. C.; Gerald Baker, Burke Oil Co., 
Valdese, N. C.; Charlie Norcom, Norcom Oil Co., Burling- 
ton, N. C. 


From the Dakotas to Florida, 
_ Pure Oil Jobbers attend 
jobber management institutes 


Why do they go? What do they 
get out of them? 


The simplest answer to these questions is this: 
successful jobbers go to jobber institutes to 
learn more, to earn more. Institutes cover 
topics drawn up by the group sponsoring them, 
topics based on known and expressed needs 
of members— your needs! 


Institutes are more than speeches and coffee 
At Madison, Wisconsin: |. to r., sitting, Richard Malone, 


breaks; they’re a way for you to exchange 
ideas with other jobbers, to discuss problems 
with them, to learn by talking with others. 


Pure Oil backs institutes 

Because Pure Oil believes in jobbers, our 
people are always willing to help the institutes 
in every way possible. (Over 50% of our bulk 
plants in 24 states are jobber plants. Since 
1950 our jobber network has increased 44%.) 

Attend the next Jobber Management Insti- 
tute in your area... you'll be glad you did. 


Malone Oil Co., Wausau, Wisc.; Vern Klosterman, PURE 
Dealer, Madison, Wisc.; Dave Robinson, Malone Oil Co., 
Wausau, Wisc.; Lyman Johnson, Johnson Bros., New London, 
Wisc. Standing, |. to r., Jim Dvorak, George Sylvester, Bill 
Fox, Pure Oil Representatives. 


Be sure with Pure 


The Pure Oil Company 
200 East Golf Road 
Palatine, Illinois 
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Hub Oil Co., Rochester, N. Y., fuel oil 
distributor used to keep 2 spare trucks 
ready in case a breakdown tied up its 
regular vehicles. When Hub made the 
important shift to Macks, there were no 
further jobs for these emergency vehicles. 
Result—2 less trucks on the payroll. 


Cases like this underscore Mack’s 
traditional reliability and ruggedness 
... point up the fact that Mack quality 
pays off in many ways. A Mack truck is 
a quality vehicle because it’s Mack built 











At its Rochester depot, Hub Oil Company loads some of the B Model Macks 
used on its retail runs. Customer service rates high at Hub... one reason 
Hub uses the most dependable trucks available. 


For industrial bulk deliveries and fast action in and out of congested areas, 
Hub uses Mack tankers like this B-68 Model. 


Standardized on Macks... 
Stand-by not needed 


—not just Mack assembled. Mack man- 
ufactures its own engines, carriers, trans- 
missions, axles, cabs and other major 
components, and every major compo- 
nent is built by Mack for Mack trucks 
alone. Furthermore, fuel oil distributors 
find that Mack quality means balance- 
sheet savings in repairs, parts replace- 
ment, maintenance, fuel and downtime. 


You can be sure your customers get 
dependable service if Mack trucks do 
the job. Your Mack branch or distrib- 


utor will be glad to help you select the 
model best suited to your requirements. 
Mack Trucks, Inc., Plainfield, New 
Jersey. Mack Trucks of Canada, Ltd., 
Toronto, Ontario. 


FIRST.NAME FOR 


TRUCKS 


by far in sales of 
diesel trucks 





Give customers the keys 
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fo your bulk plant- 


Rockwell Key Control Meter System 
Permits 24-Hour Unattended Operation 





with Explosion-Proof Safety and Security 


The keys to greater profits fit the panel of 
Rockwell’s new key control loading system. Day 
or night your customers can use these keys to 
unlock the system and fill their trucks without 
any supervision on your part. 

Each sanctioned driver uses his key to simul- 
taneously start the pump, open the block valve 
and to interlock his own totalizing counter. 
After loading, he withdraws his key and the 
system shuts off automatically. 

You bill from the record provided by each 
customer’s counter. Printed meter tickets verify 
deliveries. See your Rockwell jobber for all the 
money-earning, money-saving facts or write us 
for bulletin PI-678. Rockwell Manufacturing 


Up to eight counters, switches and locks are provided on each control 
panel. Two or more panels can be stacked for larger operations. Panels 
with fewer elements are also available. 


Company, Dept. 121J, Pittsburgh 8, Pa. In 
Canada: Rockwell Manufacturing Company of 
Canada, Ltd., Box 420, Guelph, Ontario. 

KEY CONTROL METER SYSTEMS 


another fine product by 


ROGKWELL© 
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ROTOCYCLE METER ————_—~ 


TEMPERATURE COMPENSATOR — 


© MULTISTAGE QUANTITY CONTROL VALVE 





FRUEHAUF HAS THE 


MOST COMPLETE TANK L 


IN THE INDUSTRY! 


[1] FRUEHAUF INSULATED HOT MATERIALS TANK-TRAILER — 
for transporting hot materials such as tallow, tar, 
asphalt, paraffin, molasses, hot oil, resin, wax, pitch, 
liquid chemicals, and glue at temperatures ranging 
from 150° to 450° F. 


[2] FRUEHAUF PROPANE TANK-TRAILER—for transporting 
pressurized liquid petroleum gases. Designed to haul 
over 9,500 gallons of pressurized gases. Constructed of 
T-1 steel to comply with all legal strength and safety 
requirements. 


[3] FRUEHAUF ALUMINUM TANK-TRAILER—for hauling all 
types of petroleum products plus liquid fertilizers, 
water white chemicals, etc. Designed for tank operators 
in states permitting a gross vehicle weight of 72,000 and 
73,280 pounds. 


70 


[4] FRUEHAUF CASINGHEAD TANK-TRAILER— Designed to 
haul nearly 8,000 gallons of pressurized Casinghead gas, 
distillates, gasoline, or water-white chemicals. Five 
compartments. Aluminum construction for weight sav- 
ing. Cylindrical body has internal baffles and bulkheads. 


[5] FRUEHAUF STEEL PETROLEUM TANK—6200 SERIES— 
Designed for effective and profitable tank operation in 
the hauling of gasoline, kerosene, benzine, lubricating 
oils, alcohol, solvents, diesel fuel, and aviation fuels. 
“Featherweight” steel body is available in capacities to 
8,000 gallons. Most popular tank on the road today! 


- i big er ee 1° ahh 


[6] FRUEHAUF ALUMINUM TANK-TRAILER—7100 SERIES —for 
hauling gasoline, chemicals, fertilizer, kerosene, ben- 
zine, lubricating oils, alcohol, solvents, diesel fuel, and 
aviation fuels. Aluminum counterpart of the famous 
Fruehauf 6200 Series Tank-Trailer. 
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[7] FRUEHAUF STAINLESS STEEL ACID TANK-TRAILER— 
designed for fast, safe transport of various corrosive 
chemicals such as nitric, phosphoric and other corrosive 
acids, with pressures to 35 pounds per square inch. 
Can be fitted with all types of linings. 


FRUEHAUF STEEL ACID TANK-TRAILER—for specialized 
transportation of corrosive and dangerous acids, alka- 
lines, liquid chemicals, and other specialized commodi- 
ties. Tank adaptable for application of rubber and 
acid-resistant linings. 


[9] FRUEHAUF BULK FLOUR “‘AIRSLIDE’* TANK-TRAILER —for 
handling bulk flour, from mill or airslide rail car. 
Load pneumatically discharged at bakery. Designed to 
carry 1,400 cubic feet —40,000 pounds—of payload. All- 
welded aluminum body. 


* Airslide—Trademark— Fuller Company 


FRUEHAUF PNEUMATIC “‘AIRSLIDE’’* PRESSURE TANK- 
TRAILER—for hauling cement, soda ash, ground phos- 
phate, silica flour, gypsum, vinyl chloride, calcium 
anhydrite and hard-to-handle sensitive materials. Loads 
and unloads effectively and fast without moving 
conveyor parts. 


[n] FRUEHAUF CONVERTIBLE HOPPER PRESSURE TANK-TRAILER 
—designed to haul bulk materials during the construc- 
tion season and liquids such as fuel oil in the winter 
months. Liquid capacity 8,935 gallons, bulk capacity 
780 cubic feet. 


[12] FRUEHAUF HOPPER PRESSURE TANK-TRAILER—for haul- 
ing cement, salt, granulated phosphates, ammonium 
nitrate prills and certain granular fertilizer components. 
Phenomenal discharge rate! 


“ENGINEERED TRANSPORTATION” —The Key to Transportation Savings 


' FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue @¢ Detroit 32, Michigan 


ae 
Rr U i HAU f Send complete, illustrated facts on the types of Fruehauf Units circled. 
2 3 5 6 7 8 9 10 VW 12 
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1 i REPAIR 

SERVICE 
AIR Tire — 
SERVICE Tube— 
Gauge Valve — 
inflate 


Clinch more sales 
with Schrader’s 


esx TIRE-LIFE 
EXTENSION 


Organize your tire service 
this easy way 
and watch business build! 


Good tire service builds tire sales. 

Get organized: Make these three 

procedures your standard practice 

and customers will notice the differ- 
New teflon plug washer 


is self-swivelling, super- : ence in service fast. 


sli , can’t ever stick : ‘ . 
Site diel ~ahee. . 1. Gauge and inflate tires accurately 


and regularly. 
One piece plug : ; . 
won't ever break 2. Make tire repairs with dependable 
on te quality products. (Schrader Swivel-T 
cores, for example, are the only cores 
Stainless steel spring is A in the world that will never stick in 
never under tension un- . ° 
ie ttndhae Result: Oy the housing, always come out clean 
longer life. and easy, yet assure the most posi- 
tive air seal you’ve ever made. ) 


Only the Swivel-T al 
ct oon nal Gee 3. Install new Schrader valves when- 


the valve. No rubber to age, ever you install new tires. 
fleck off and stick, against 


the sides of the housing It’s that simple to make customers 

where the replacement core P . 

suet taek. think of you as the man to see for tire 
repairs and replacement and all your 
services! But service is only as good 
as the products used. All Schrader 
products have the extra quality that 
makes TIRE-LIFE EXTENSION prac- 


tices easier, faster, simpler. 





A. SCHRADER‘S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Inc. 


FIRST NAME IN TIRE VALVES 
@ division of SCOVILLE FOR ORIGINAL EQUIPMENT AND REPLACEMENT 














Made in America to American standards of quality by American craftsmen 
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“Thanks to the BIG GALLON, our 


wae 


Mo 


business is booming!” 


Every Cities Service dealer is talking about our biggest gasolene 
promotion of all time...the BIG GALLON... no bigger in quantity, 
but big in quality...and only Cities Service has it. Millions of dollars 
are being spent to promote the BIG GALLON and it’s paying off... BIG! 


Here are only some of the thousands of enthusiastic 
comments received from Cities Service dealers. 


*.. «fer my money, it is TOPS!” WALTHAM, MASS, 


“,.. greatest impact of any major oil company ad- 


vertising to date.” FOX CHASE, PHILA., PA. 


“ .. the BIG GALLON advertising gives me some- 


thing to talk about to my customers.” 
BIRMINGHAM, ALA. 


, .. wonderful advertising program.” srooxtyn, n. x. 


s .. an eye-catching promotion for all.” 
PATERSON, N. J. 


«, .. with Cities Service Oil Company advertising, 


how can I miss.” FALLS CHURCH, VA. 


“it offers my customers more of what they want 
in a gasolene.” 


It’s a first!” 


MILWAUKEE, WISC, 
SHREWSBURY, N. Y¥. 
«, ,. More sales!” 


NAZARETH, PA. 


. . . Customers tell me they get better perform- 
ance from the BIG GALLON.” 


CORTLAND, N. ¥. 


“,.. Big in quality!” 


BLOOMINGTON, ILL, 


Out front in Quality... 


Cities Service provides its jobbers and dealers 
with multi-million dollar advertising and promo- 
tional support + personalized marketing and advis- 
ory help + top quality products + fast, dependable 
service. Cities Service, known and respected in the 
petroleum business for more than 51 years, will go 
to work for you! Contact your nearest Cities Service 
office for information or write: Cities Service Oil 
Company, 60 Wall Street, New York 5, N. Y. 


Out front in Service, too! 
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Up to 30% faster flow! 


Maltese Cross 13%" hose in service on one of 
the new trucks owned by Magee Fuel Oils, 
Inc., Babylon, N. Y. Gerard H. Magee, Pres. 


H-R HIGH SPEED HOSE CAN TAKE IT... 
AND DELIVER MORE, TOO! 


Hewitt-Robins 15%” hose delivers up to 30% more gallons per 
minute than 114” hose. Yet it is actually lighter in weight, more 
flexible and fits on a standard reel designed for 144” hose, with- 
out reducing hose length. 


Reason is, the outside of this Maltese Cross high speed hose is 
just about as slim as the standard 114” type. And it holds this trim 
shape at all working pressures. Won’t bind on the reel or fight 
the operator. 


The improved cover of abrasion-resistant synthetic on Maltese 
Cross means longer life. It stays tough and healthy in all kinds of 
weather, all kinds of abuse. 


Best of all, its price is competitive to standard 144”. With Maltese 
Cross you get more hose for the dollar! H-R, Stamford, Conn. 


ummm 125’ 13 Hose & 1/2 Nozzle 


qe amem 125’ 1'4 Hose & Nozzle 


Contact your nearest H-R Oil Equip- 
ment jobber for prompt service. 


CONVEYOR MACHINERY AND BELTING * HOSE * POWER TRANSMISSION * VIBRATING EQUIPMENT * ENGINEERING SERVICES 
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Here’s an all-new sealed beam floodlight series you'll want to 
know all about! Covering the entire range of applications, the new Crouse/Hinds 
PAR-beam Floodlights are available as follows: 150-300W for both medium and 
mogul screw base lamps. 300W and 500W, prong base, in portable, flat base or 
stem-mounting styles. Accessories include mounting plates, hoods, color screens. 


Write for Bulletin 2727, : HINDS 
or see your Crouse/ Hinds Distributor. NEW YORK 


OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St.Louis St. Paul Salt Lake City San Francisco Seattle Tampa Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany, N,Y., Baltimore, Md., New Haven, Conn., Reading, Pa., Richmond, Va. 

Crouse-Hinds of Canada, Lid., Toranto, Ont. Crouse-Hinds-Domex, $.A. de C.V. Mexico City, D.F. Peterco, Sao Paulo, Brazil 
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these 
industry 
suppliers 


are meeting daily with 
prime prospects all 
over the country 


through their advertis- —- ; BARRETT EQUIPMENT CO. 
. ing in the 1961-62 . ae FOOD isdibehemer & NO CHEMICAL CORPORATION 
NPN FACTBOOK. 


. Plan and budget now to be sure the 1962-63 
FACTBOOK does the same for you. ” ‘ 
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...with Morrison 


Protect your investment — avoid the tragic losses due to fire — demand Morrison tested 
emergency and escapement valves for all bulk storage tanks in your business. 


GASOLINE PUMPS 
ANO ACCESSORIES 


Busine 


THERE IS A REASON WHY the Morrison valves shown here are fast becoming standard for the industry. 


As excessive pressures build up within tanks the top section of Morrison Escapement Valves lift off the seat... 


escaping vapors are directed outward from the escapement valve in a horizontal plane. Vapors are not 


directed downward to add additional heat to the already strained roof of the tank. Important features like 


this are causing more and more to turn to Morrison . . . Oil Equipment Headquarters. 


EMERGENCY VALVES — for use in every 
above-the-ground bulk storage tank. Easily 
installed from outside the tank, yet the 
disc, seat and all closing mechanism is 
inside the tank. Please refer to catalog 
for the size you need. Order Figure 272. 





ESCAPEMENT VALVES—for bulk station 
safety and economy. Relieve excessive 
pressure due to abnormal conditions. 
Figure 244, above, is for relief of pres- 
sure only—To be used in conjunction with 
a Figure 548 pressure-vacuum vent. Avail- 
able in 8 and 16 ounce pressure. 


For Safety’s Sake — Specify Morrison Vents 


MORRISON BROS. CO. 
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COMBINATION escapement valve, shown 
above, provides both pressure and vacuum 
relief, under emergency conditions. Figure 
548 pressure-vacuum vent should be used 
with this valve. Available in 8-16-32 ounce 
pressure with 1 ounce vacuum. 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 


$3 Yniterm® 














ANTI-KNOCK 
compound ONLY 
itC-105A300W 
GATE 


TASTED b/s see 
ch SuSKeT awe 
Ak Noo US 


~esTee WM 
Sesame | 
sunt 4-54 | 











This familiar tank car tells only half the Du Pont antiknock story. Services are the other half: the 
“Profile of the Motorist’ study, the travel development movies ‘‘Down the Road” and “Highway 
Holiday,’’ as well as dealer surveys and personnel training aids. They are some of the practical 
advantages of doing business with Du Pont. 

E. |. du Pont de Nemours & Co. (Inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 


LEAD ANTIKNOCK COMPOUNDS and other PETROLEUM ADDITIVES 


Better Things for Better Living through Chemistry 











Forged quality 
—precision 
machined \ 


Uniformity 


Forged 


Extra reinforcing 
handles 
for 


Large cam ears 
for long life 
greater 


economy steel pins 
Uniform wall thickness 


Gasket recess assures 
proper placement 


Superior quality forged body 
—precision machined 
—accurate tolerances 


lo-' EWER-TITE %w 
= Quality Quick Couplings =.=. 


and Coupler 


Ever-Tite Couplings give you connections that are 
tight and leak-proof—and so quick that you save 
time and money. Built-in quality reduces wear and 
maintenance costs, too. 

Available in Brass, Malleable, Stainless, Aluminum, 
Monel or other materials on request. 


Dust Plug 


Ask your distributor now 
EVER-TITE 


aaaane EVER-TITE COUPLING CO. INC. Peon noel 
Female Coupler 254 West 54th Street, New York 19, N.Y. 


Dust Protectors 
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Ahead of the News 





IN WASHINGTON 


New Oil Administrator—J. Cordell Moore, 49-year- 
old career employe of Interior Dept., has been named 
administrator of Oil Import Administration. An “un- 
known” to oil men, he has been director of the depart- 
ment’s division of security since 1952. Moore has a law 
degree and has done graduate study in petroleum 
geology. Before joining Interior in 1950, he was with 
National Park Services, Justice Dept., State Dept., Re- 
construction Finance Corp. He was in the Navy in 
World War II. He replaces Lawrence J. O’Connor, 
who took office last month as a Commissioner. 


Pressure on Imports Program—The federal imports 
program is coming under increasing pressure: 


e@ Jersey Standard is attacking it in a suit filed in 
federal court. Jersey says the method of allocation is 
“unfair, inequitable and discriminatory” because it 
favors small refiners over large ones. Jersey claims it 
gets only enough imports to cover 5.3% of its refinery 
runs, while some other companies get up to 11.1%. 
The company asks a declaratory judgment that the al- 
location system isn’t consistent with the aim of the im- 
ports program: to control the total amount of oil im- 
ported. 


e A Utica, N. Y., fuel-oil jobber will be permitted 
to import 84,000 bbl. of residual oil for the winter fol- 
lowing a ruling by Oil Import Appeals Board. Burgess 
Oil won the ruling on grounds of exceptional hardship 
because two competitors—both refiners as well as dis- 
tributors—got quotas earlier and were getting resid 
60¢-bbl. cheaper. Experts see this ruling as weakening 
the structure of the imports program. 


MPSA Change?—AMilitary Petroleum Supply Agency 
may become part of an over-all Defense Supply Agency, 
as recommended to Defense Secretary McNamara. 


Cooperation OK—Assistant Atty. Gen. Lee Loevinger, 
the administration’s top antitrust man, says oil com- 
panies will be allowed to cooperate on a study of the 
world oil supply requested by Defense Dept. He says 
he will “expedite every effort” to work out details so 
oil companies won’t violate antitrust laws. 


‘Tax-Haven’ Issue—A. O. Smith, gasoline-pump 
manufacturer, will fight a ruling by the Export-Import 
Bank denying it assistance in exporting $60,000 worth 
of pumps. Smith’s Venezuelan subsidiary wanted the 
financing necessary to complete sale of the pumps to a 
Peruvian customer. The bank rejected the request, say- 
ing it regarded with “disfavor” requests involving 
foreign subsidiaries “established primarily for tax 


purposes.” 


September, 1961 * NATIONAL PETROLEUM NEWS 





Last-Minute Legislative Outlook 


PILEUP of legislation in the closing days of Con- 
gress means most oil matters will probably be put 
over to the next session. Still alive as this session 
drew to a close were bills to give the FTC broad 
cease-and-desist powers against retailers and to 
prevent retailers from selling below cost. At least 
one, and perhaps two, fuels-policy studies were in 
the works. But the biggest issues—the gas bill and 
the Williams amendment to reduce the depletion 
allowance—seemed unlikely to get off the ground. 











AROUND THE COUNTRY 


Socal-Kyso Refinery—Standard of California and 
Standard of Kentucky plan to build a new, 100,000 
b/d refinery at Pascagoula, Miss., to supply their needs 
in the Southeast. Some legal obstacles must be cleared 
away before work can start, but Gov. Ross Barnett has 
called the legislature into session to deal with them. 


A tract of about 3,500 acres is committed for con- 
struction of the $125-million plant, which is seen as 
only the forerunner of an industrial complex to be built 
over the next 10 years, perhaps partly in association 
with other companies. 


The new refinery will eventually supply Kyso with 
product to supplant what it now buys from Jersey 
Standard and Continental. Under terms of the consent 
agreement for the merger of Socal and Kyso (NPN— 
July p95) Kyso must stop buying from Jersey within 
five years, but will be allowed to supply 60% of its 
needs from a refinery of its own. By the end of the 
year, Kyso will “phase out” its supply arrangement with 
Continental, which has furnished 20% of Kyso’s needs. 

Independent refiners appear in line to pick up the 
slack from Continental, and from Jersey, as the Jersey 
contract is terminated over a five-year period. 

As Jersey loses its contract to supply Kyso, it’s mov- 
ing into the Southeast as a direct marketer. It’s said 
to have $20-million earmarked for this operation. 

And it’s not only Jersey that’s moving in the area. 
American Oil, Texaco, and Gulf are reportedly wooing 
some longtime Kyso accounts. “If we can’t sell to you, 
maybe we can buy you out,” they say. 


Delhi on the Block—Delhi-Taylor Oil Co. is on the 
market, but Union Oil Co. of California won’t be the 
buyer. Talks last month “never did get too serious,” 
says an insider, and have been terminated. Delhi, once 
predominantly a producer, has lately become a size- 
able supplier of independents in the Southeast and 
East. 


* 
More Ahead of the News & 
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Ahead of the News 





More Support for NOFI?—Three Midwest majors 
are on the brink of joining other refiners in support of 
National Oil Fuel Institute. With more refiners backing 
NOFI, more funds would be available for matching 
purposes in local oil-heat promotions. 


‘Superstation’ Modification—Competitors’ reports 
say American Oil’s “superstation” experiment in Vin- 
cennes, Ind., isn’t working out as originally planned. 
The company closed down its nine stations in the com- 
munity, replacing them with one big one (NPN—May 
60 p92). Now a “satellite” station selling gasoline 
only will be opened. American says only that “the 
Vincennes station is an experimental operation under 
constant study; no final decisions have been made at 
this time.” 
® 


Florida Chain Grows—Arvida Oil Co. will have 150 
stations operating in Florida when its current construc- 
tion program is completed. The company, a subsidiary 
of Arvida Corp., a development company, opened its 
first Gulf-brand station last month in Pasco County. 


Phillips-Star Deal?—Marketers are wondering if there 
really is a Phillips-Star deal. The recent grapevine has 
been that Phillips is buying or leasing 23 Star stations in 
Iowa, Minnesota, and Missouri. The reported move 
came as somewhat of a surprise, because Star signed 
with Fina a year ago, then went over to Kerr-McGee 
(Deep Rock) with its 120-station chain only a month 
ago. But Phillips late last month said, “No comment,” 
and Star said, “There’s nothing in the hopper—well, 
it’s in the hopper, but there’s nothing definite . . .” 


Another Gas Subsidy— United Gas Improvement Co., 
a natural-gas utility in eastern Pennsylvania, is offering 
LP-gas jobbers from $15 to $125 reimbursement if 
they lose accounts because of extension of natural-gas 
pipelines into their markets. If the jobber pipes a home 
for natural gas, he will receive $25 for a range or 
water heater, $65 for both, or $125 for an all-gas 
house. His reimbursement is less if he turns over a 
house piped for LP-gas only. 


Humble Negotiates—Humble Oil is negotiating for 
15 service-station leases from Economic Services Inc., 
which operates as Walker Oil Co. of Los Angeles. The 
stations now market the “Walker” brand in Santa Bar- 
bara, Ventura, Los Angeles, and Orange Counties. 
Humble would convert them to the “Enco” brand. 
Their acquisition would bring Humble’s total number 
of stations in California to 107. (For more on Humble’s 
expansion, see p94.) 


‘Dogs’ Are Still ‘Dogs’—A major oil company that 
has pursued a program of systematically eliminating 
marginal stations is deeply concerned about some con- 
sequences. Some that were taken over by major com- 
petitors are still dogs. Some taken over by private- 
branders are a threat to conventional dealers. So, a 
problem may persist for the industry even if the major 
company has tried to improve the situation. Possible 
solution: deed restrictions which would prevent further 
use of the site as a service station. 


Private Brander Suves—A. B. Green, president of 
Oklahoma City’s Quality Oil Co., is suing 11 suppliers 
for $1-million under Oklahoma’s Unfair Sales Act. 
The act prohibits sale of goods at less than invoice or 
replacement cost, plus 6%, plus cartage. Green seeks 
a permanent injunction under the act, and $500,000 in 
compensatory damages and $500,000 in exemplary 
damages. Defendants are Phillips, Mobil, Texaco, DX 
Sunray, Continental, Cities Service, Standard of Indi- 
ana, Sinclair, Gulf, American Petrofina, and Skelly. 
Oklahoma City has been in the throes of an off-and-on 
price war for months. 


Tidewater Pushing Tuneup—Tidewater is promoting 
engine-tuneup service to all its dealers in its eastern 
division, offering them a free tuneup training course 
organized by AC Spark Plug Co. The move is one more 
step in a Tidewater program that began with brake- 
service training in the western division earlier this year 
(NPN—May p121). 


Hancock in Texas—Hancock Oil, a subsidiary of 
Signal Oil & Gas of California, has opened a station 
in Fort Worth—its first station in the Dallas-Fort 
Worth area. Merrel Oil Co., former Premier Oil jobber 
there, is now with Hancock. 


Phillips in New York?—The greater New York City 
area may be the next stop in Phillips Petroleum’s north- 
ward invasion (NPN—Apr. p106). Marketers there say 
Phillips reps are in “serious negotiations” with two 
jobbers distributing through about 115 stations. Both 
jobbers are now supplied by Sinclair Refining Co. 


IN DETROIT 


Easier Oil Changes—One car manufacturer is said to 
have worked out a fairly cheap way to enlarge and 
deepen the dipstick sump so that the tube of a quick- 
oil-change pump can be inserted for a fast, efficient 
pump-out. The manufacturer expects to adopt the new 
design sometime in 1962. 
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Trends to Watch 


Will the major-company “economy grade” of gasoline become a trend? That’s about 
the last thing most top major people would like to see, but it could happen. The 
question can’t be ignored now that two important factors, Gulf and Sun, are in 
the field with their own economy grades (full details start on page 91). 


Gulf’s “Gulftane” is the old-fashioned third grade, lower than regular in quality 
and priced at independent levels. 

Sun’s setup is a little fancier. Through its nine-grade blending pump, Sun can 
dispense two subregular grades priced 1¢ and 2¢ below major-brand regulars. In 
Charlotte, N. C. and Norfolk, Va., Sun markets these grades under its own 
brand and calls them 180 and 190 (other grades go on up to 260). In Detroit 
and Providence, Revere, Mass., and Levittown, Pa., Sun uses its private brand, 
“Cent-a-Grade,” and calls the two bottom grades Cent-a-Grade Plus One and 
Cent-a-Grade Plus Two (other grades go on up to Cent-a-Grade Plus Eight). 

A Gulf marketing executive says, “I can’t say whether we are going to extend 
these tests into other areas [Gulftane is now in four city markets], nor can I say 
how long these tests will last. This new grade has been introduced on an experi- 
mental basis to fill the needs of many cars on the road.” 

A Sun marketer says of Cent-a-Grade, “We’re not too interested in that, just 
experimenting with it. It’s something we may want to use down the line, so we’re 
trying it out here and there. It’s variable and has gone in some places. It hasn’t 
been successful in all markets.” 


Top industry men are concerned because of the price havoc that has occurred 
wherever the new grades have appeared. While the economy grades are designed 
to be priced below other major regulars, it doesn’t always work out that way. 
Independents often try to cut below the economy-grade price, and other majors 
often try to meet it. The typical result is a rapid collapse of the local price structure. 

Several marketing executives say the timing for economy-grade experiments is 
“very poor.” If oil-product prices were frozen at present levels, they say, the in- 
dustry would be in a jam. Considering the international situation and the mood 
of the Kennedy administration, says a New York marketing VP, the possibility of 
a price freeze is greater now than it has been for a long time. 

Pricing experimentation with “fighting-grade” gasoline and a second-line brand 
name is like playing with an atom bomb, says this VP. ““You can get blown up,” 
he says. “Hundreds of millions of dollars are at stake.” 

Yet some marketers speculate that if economy grades catch on well with the 
public, competitive pressure may force other majors into the act. It’s too early to 
tell now, but a lot depends on the next few weeks and months. 





Area pricing is having its troubles in some markets, but seems to be faring better 
in the Los Angeles Basin. Standard of California introduced it there in July (NPN— 
Aug. p83). Now a marketing executive of a rival major oil company reports that 
Socal’s “zone pricing plan” is having a beneficial effect on prices in the Los Angeles 
Basin. “It represents a good compromise between station-by-station pricing and 
the big wide areas,” he says. “This is a good retarding effort, for it restrains those 
who would pull a market down.” Socal’s plan allows for zonal administration, yet 
provides pricing on a broad area, he says. 


September, 1961 +» NATIONAL PETROLEUM NEWS 





Your Personal Business 


Want to catch up on the international situation? How’d you like to get first-hand 
reports from the people who run U.S. embassies around the world, chat with officials 
of foreign governments, and exchange views with oil marketers in a dozen key 
foreign capitals? 

Or perhaps you plan a late vacation in which you can mix this business with 

pleasure in some of the most exciting and exotic places on earth? You might want 
to do a little international shopping—bro- 
cades, woolens, ivory, or custom-made shoes 
at $10 a pair in Hong Kong; gorgeous silks 
in the floating market places of Bangkok; 
Persian carpets and jewelry in Teheran. And 
if your taste runs to caviar, you can get the 
finest in Teheran for only $7.50 a pound. 

. How’d you like to drop in at a couple 
of Far Eastern palaces? Or watch an ele- 
phant parade in storied Jaipur, compare 
Middle Eastern night life with that in the 
gay spots of Europe, then round off the trip 
at the ancestral home of the Duke of Bed- 
ford, having cocktails with His Grace? 

There’s a “private” plane waiting to take 
you around the world in 31 days in which you can do all these things. 

The plane, a Britannia turbo-jet of British Overseas Airways Corp., leaves New 
York on Oct. 14 (another leaves on Oct. 21). It could become a regular thing. 
BOAC is arranging briefings at U.S. embassies and meetings with foreign govern- 
ment officials along the way, and allows time for your own business conferences 
and side trips other than those already planned. 


The plane and its crew will remain with you throughout the trip. There'll be no 
night flying. All nights will be spent leisurely in first-class hotels, and departures 
from each capital will never be before the civilized hour of 9 a.m. Cost of the all- 
inclusive trip is $2,090. 





—NPN— 
If you sometimes rent a car and you prefer compacts—which come at a lower rate 
—you should note this. If you order a compact car from a Hertz agency, the com- 
pact rate will be guaranteed even if a larger car has to be substituted at the last 
moment because a compact is not available. 
—NPN— 
Suggested Reading: In “Merchandising For Tomorrow” (McGraw-Hill, $7.50), 
E. B. Weiss takes a look at the next five years and comes up with some pertinent 
predictions for oil marketers. For one thing, Weiss sees the demise of “giveaway” 
merchandising and suggests its decline will be strongly in evidence by 1965. But 
more important, perhaps, are his views on the future of the service station itself. 
As many as 50,000 are destined in the next five years to become major retail outlets 
for non-automotive products, the author believes. Weiss has been making this pre- 
diction for several years now, and in his writing elsewhere he concedes that of all 
his predictions, this one, perhaps, has been slowest in coming to fruition. 
But he repeats it in the conviction that the change is, at last, around the corner. 
It’s worth a look into his crystal ball for these and other projected developments 
in the retail field—or for the 500 merchandising ideas he offers. 
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Mir. Sales Manager 


get more thru-put with BUILT-IN CLEANLINESS 


Neat-as-a-pin cleanliness is a built-in feature of every 
Avoncraft station. All areas are porcelain-on-steel... 
lube bays, storerooms, sales offices and restrooms. 


Avoncraft sparkle and lasting beauty attracts sales and 
gives you more thru-put. 


Write, wire or phone Avoncraft to-day. 


PR. 
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U LCOUL| PORCELAIN ENAMEL "PACKAGE" SERVICE STATIONS 


P.O. BOX 1030, NEW ORLEANS 8, LA. e UNiversity 6-4561 e« A DIVISION OF AVONDALE SHIPYARDS, INC. 






































BIG PROFIT PACKAGE 
AND SALES BUILDER! 


Valvoline with miracle CHEMALOY 


Valvoline’s expanding distribution and its boom- 
ing acceptance by dealers and motorists add up 
to outstanding profit opportunities for you. 
Here’s why: 


You get a bright new package, designed for 
maximum attention, impact and sales. 


You get a big product advantage with the ex- 
clusive additive Chemaloy . . . which makes 
Valvoline the world’s most modern motor oil. 


Vv 


You get the added prestige of selling the 
petroleum industry’s oldest brand name... . 
Valvoline . . . now sold in 54 countries through- 
out the world. 

You get national magazine advertising, with 
color ads in Saturday Evening Post, Newsweek, 
Sports Illustrated, Motor Trend, Motor Life, 
Hot Rod, Sports Car, Mechanix Illustrated, 
Antique Automobile, and Argosy . .. more than 
100 million advertisement exposures ! 


MAKE YOUR MOVE TO VALVOLINE...WRITE, WIRE OR CALL TODAY! 


VALVOLINE OIL COMPANY ° Refinery—Freedom, Pennsylvania * Home Office—Ashland, Kentucky 
Division of Ashland Oil & Refining Company 


VALVOLINE 


oiL- 


. Motor 


MECHAN 


ILLUSTRATE 
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“I sold 2500 cases of Pepsi the 
first year from my Beverage Mart!” 


says Albert W. Kassen, Comet Service Station, 3720 Kellogg Avenue, Cincinnati, Ohio 


q «TAKE HOME pepe = 


__lese Borsa Caron tosetetey 


“| discovered a brand-new source of profit when | putin Pepsi | 
in a take-home display— 2500 cases sold the first year! Best 
of all, every profit dollar | make is clear profit— because my 
take-home service just about takes care of itself!’’ 


Make higher station profits the easy way. Order a Beverage Mart for 
a take-home display of Pepsi-Cola today. Call your Pepsi bottler. 


“PEPSI-GOLA’’ AND ‘‘PEPSI'’ ARE S OF PEPSI-COLA COMPANY, REG. U.S. PAT. OFF. om ma wa 
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NEW NAME IN GASOLINE 


OFFERS NEW PROFIT OPPORTUNITIES 


3 





Sinclair 














SINCLAIR DINO GASOLINE matches the port, it’s winning new friends every day. 


performance of premium gasolines in 3 out IF YOU’RE LOOKING for more and 


of i cars—yet sells at regular price. It’s made better business, why not look into all the 
to give motorists the most for their gasoline advantages of a Sinclair Distributorship? 
dollar. Thanks to healthy advertising sup- For the whole story, write 


Sinclair 


600 Fifth Avenue, New York 20, N. Y. 


at SINCIOIT we CARE...ABOUT YOU...ABOUT YOUR BUSINESS 
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The FTC Off Base 


|. Reversal in Sun Case 


HE judgment favoring Sun Oil is signifi- 
cant because it scores a point for com- 
mon sense, 

For some time now, many marketers have 
been concerned about the Federal Trade Com- 
mission, for it has shown a surprising lack of 
understanding of oil marketing and often an 
erratic grasp of the market-place. This has 
been unfortunate. Instead of assisting the little 
businessman or preventing inequities, FTC has, 
at times, stirred up confusion. 

In this Jacksonville, Fla., case, a Sun Oil 
dealer tried to compete with a private-brand 
operator using a bouncing-ball policy, as the 
court described it. To keep its dealer competi- 
tive, Sun lowered its selling price to the dealer. 
FTC said that was illegal—that Sun should 
have given its other dealers the same price 
break. Following that line of reasoning, Sun 
should have cut its price to all its dealers in 
the U. S. to avoid discrimination. FTC failed 
to understand these points: (1) That price wars 
are local, for the most part, and that it is better 


ll. Arbiter With Bias 


HE FTC chairman, Paul Rand Dixon, has 
aligned FTC with small business against 
big business and is, in effect, promoting class 
warfare between suppliers and dealers. 
Speaking before the National Congress of 
Petroleum Retailers, Mr. Dixon roundly casti- 
gated “the industrial giants”. In the spirit of 
dispossesion, he said: “I can’t help wondering 
what you would accomplish if you were the 
owner operators of your pumps rather than 
tenant operators. It could be something which 
your landlords would not like to see happen. 
Perhaps some day you will become the owners.” 


Mr. Dixon didn’t take into account the fact 
that many dealers are successful and contented 
‘businessmen, that many of them do own their 
own stations, that many companies encourage 
their dealers to buy stations and help them with 
the financing, that most suppliers are also pain- 
fully aware of deplorable conditions and bad 
practices and are trying to solve them within 
the industry (though progress seems unconscion- 
ably slow), that there is some good in the oil 
marketing industry. 

Everyone will applaud Mr. Dixon’s stated 
object, that the FTC “will increase its efforts 
to promote fair competition in your industry.” 
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EDITORIAL 


for business and the little businessman if the 
wars can be contained. (2) That suppliers 
don’t take dealers from one another by cutting 
the wholesale price. (3) That many a dealer 
would go down the drain if he didn’t get help 
from his supplier. 

The ruling can’t be construed as favoring 
big business. If the FTC viewpoint prevails said 
the court, the effect “will be to push already 
highly integrated majors into combining direct 
retailing with their other operations—to the 
detriment of non-majors . . . as well as to the 
detriment of (dealers)”. 

The case has not ended yet, because FTC 
indicates it will appeal this ruling of the U. S. 
Court of Appeals which set aside an FTC cease 
and desist order against Sun Oil. FTC must 
make its appeal before Oct. 24. 

FTC would do well to reflect soberly on the 
court’s remarks because they offer some practi- 
cal guidelines. Hopefully, too, this will broaden 
FTC’s understanding of oil marketing, its com- 
plexities and idiosyncrasies. 

(For a report on the Sun Oil case, turn to 


It was in poor taste for Mr. Dixon, who 
heads a Federal agency ostensibly championing 
fairness and fair practices to use a dealer forum 
to whip up intraindustry hostility. 

Taking Mr. Dixon’s comments at face value, 
it seems questionable whether FTC can func- 
tion effectively when its prejudices show so 
plainly. Right or wrong, apparently, big busi- 
ness is wrong, in FTC’s eyes. 

This bias certainly impairs the usefulness 
of FTC as a fair arbiter of business practices. 


89 





Give your gasoline extra selling power 





with ‘Ethyl’ Multi-Purpose Additive 


As traffic grows heavier and heavier, the penalty of 


carburetor deposits becomes more and more apparent. 
Cars idle roughly ... or stall. Don’t let your gasoline 
be blamed. 


“Ethyl” Multi-Purpose Additive eliminates this in- 
creasingly annoying problem. MPA’s strong detergent 
action not only cleans carburetors, it keeps them 
clean. Costly carburetor cleanups and adjustments 
are not needed. Your customers get more mileage, 
power, satisfaction from every gallon. 


In addition, MPA acts as an effective anti-icing agent. 
It also prevents corrosion in pumps, tanks and other 
contact points for gasoline in storage or transit. All 
for a cost—to you—of less than 9/10ths of a cent 
per barrel of gasoline. 

In a market growing steadily more competitive and 
demanding, ‘‘Ethyl’’ MPA can give your gasoline a 
real selling edge. 

Your Ethyl Representative will be glad to tell you 
how and why. 


ETHYL CORPORATION, new yor« 17, N.Y. » TULSA * CHICAGO * HOUSTON * LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO +« ETHYL USA (EXPORT) NEW YORK 17,N.Y. 
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Fighting Grades Spreading Swiftly 


‘Gulftane’ and ‘Cent-a-Grade’ hit 
new market areas like a bombshell 


Big questions: How far will they 
spread? Will other majors follow? 


HOTTEST THING THIS SEASON is not the 
weather but the so-called fighting grade of gas- 
oline—also known as the subregular, combat or 
economy grade. 

Gulf Oil put its Gulftane (said to test 89 to 92 
octane) into four trial markets last month. Post- 
ings were at independent levels. At the same time, 
Sun Oil was extending use of its multigrade 
blending pump (nine grades testing from 102 down 
to 89 octane, the bottom two priced 1¢ and 2¢ 
below major-brand regular). Wherever the new 
products came in, price structures fell. 

In the tumult of reaction to the new economy 
grades, these attitudes stand out: 

e@ “The actions of Sun and Gulf are irrespon- 
sible and unstatesmanlike, coming at the worst 
possible time,” says a major VP. “Runs are up, 
the foreign situation is bad, prices are down and 
I'd hate to see a price freeze come along. Let’s 
hope it’s all an experiment, and that it fizzles.” 

e “Other majors should do the same thing,” 
says a major-brand jobber. “We need a competi- 
tive low-priced third grade. That’s where the vol- 
ume is.” 

Strategy—Sun and Gulf say they’re simply meet- 
ing the motorist’s need for more economical fuels. 
Not all competitors think it’s that simple. 

Says one, “Sun is up a blind alley with its mul- 
tiple-blending pump because it’s impossible to 
teach the average dealer to merchandise it. Instead 
of recognizing this and doing something about it, 
they are trying to find a solution by cutting price.” 

Says another, “I sympathize with Gulf because 
they have a real marketing problem. They have 
millions of dollars invested in stations, many of 
which are closed. Some have never been open. 
They have to get the throughput, and they have 
to get more than they have. They have studied 
the independents and seen how much volume they 
have picked up with their pricing.” 

“Both the Gulf and Sun price-cutting moves are 
ridiculous because they will only tear markets 
apart,” says a marketing vice president. “This is 
throwing the gauntlet down before the private 
branders. They can’t let Gulf and Sun sell under 
them. The majors can’t either. So all this does 
is destroy a market.” 
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Gulf’s Gulftane, tried in Sun blending pump is being 
four major markets, is priced extended, sells grades 1¢ and 
at independent levels 2¢ below major regulars 


Plans of Attack—Both new grades have had a 
drastic effect where they’ve been introduced. 

The Sun pump was brought into Charlotte, 
N.C., May 1. It triggered a lethal price war (NPN 
—June p86) in which prices dropped to 11.5¢ gal., 
with tax. Things eased up some when Sun lowered 
octane ratings late in July. In mid-August Sun un- 
veiled the pump in Detroit, Providence, Levittown, 
Pa., and Revere, Mass., as a private-brand (‘‘Cent- 
a-Grade”) operation. Then it went into eight North 
and South Carolina towns and Norfolk, Va., selling 
nine grades on a branded basis. 

Gulftane first appeared in San Antonio in July, 
then in Indianapolis, greater Buffalo and Norfolk, 
Va. Some majors seemed willing to let Gulf price 
1¢ below them, but Mobil Oil stations generally 
met Gulftane postings. Invariably, independents 
cut below the Gulftane price. Many reportedly 
lost volume and some closed up. Competitors said 
Gulf had gained volume, but at the expense of 
its regular grade. 

Here’s a closeup on four key markets affected 
by the new grades, as reported by NPN field men: 


Billy Barnes reports from CHARLOTTE 


IT WAS BUSINESS as usual here in Mid-August. 
But “business as usual” in Charlotte means there’s 
really no telling what’s going on, or what will 
happen next. 

Prices at mid-August ranged from 24.9¢ to 
28.9¢, depending on which corner you checked. 

That’s considerably better than the summer’s 
nadir, when suppliers were literally paying dealers 
to take gasoline off their hands, but it’s not up 
to the 31.9¢ the majors like to think of as “nor- 
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CHARLOTTE: Sun station sells Grade 180 2¢ below major level. Gulf station across street doesn’t have Gulftane—yet 


(Begins on page 9!) 

mal” for regular. But, as a local jobber says, 
“31.9¢ is strictly eyewash for the home office, and 
29.9¢ is something to say grace over.” 

Some 60 of the 500 stations operating in the 
Charlotte area at the start of the year are now 
closed, according to Herbert B. Leith of North 
Carolina Service Station Assn. More than 75% 
of those closed were branded stations, he says, 
mostly Texaco, Amoco, and Sinclair. Esso and 
Gulf have fared better because they have a great 
deal of credit-card strength, he says. 

Leith says dealer profits fell from 6.5¢ to 4¢ 
during the summer price war—a loss of $500 a 
month in profit for a station that does 20,000 
gal. a month. 

The area manager for one of Charlotte’s three 
biggest majors estimates his company’s losses over 
the summer at well over $1-million. 

The most immediate cause of this summer’s 
aggravated price uneasiness has been Sun’s nine- 
grade blending pump with its two subregular 
grades, Sunoco 180 and 190. 

Says a major-company local manager: “I’m 
sure the reason this summer’s price problems have 
been so severe is Sun’s selling 2¢ below major 
prices. But now that they’ve lowered their octane, 
I think Sun is justified in selling below our prices 
when their octane is 89, as compared to our 91.” 
Sunoco 180 formerly had a 91 octane rating. 
Sunoco 190 now rates 91, was 92.5. 

Sun recently announced it was extending its 
nine-blend marketing to eight other communities 
in the Carolinas. It introduced it in Charlotte 
May 1. 

Another factor intensifying price competition 
in Charlotte is the presence there of district or 
division headquarters of 10 major companies. This 
makes for closely controlled pricing with lightning 
actions and reactions. 

Also, only three majors operate through jobbers 
in Charlotte, and jobbers feel the absence of mid- 
dle-man control promotes what one of them calls 
“ankle-biting among the majors that has caused 
most of the trouble in Charlotte.” 

Another alleged factor in the price troubles is 


overbuilding. “You just can’t have six or eight 
major companies building six or eight stations a 
year in one city without trouble,” says a marketer. 

Repercussions of the local price wars sometimes 
spread as far as Raleigh, 145 road miles to the 
northeast, and Charleston, S.C., 206 road miles 
to the southeast. This happened this summer. 

Several attempted solutions have failed. Esso 
tried zone pricing and Sinclair tried abolishing 
voluntary allowances. Both companies later went 
back to marketing in the old day-by-day, meet- 
the-competition methods. 

The Charlotte manager of one major company 
says he thinks the only solution in sight is for 
the major companies to come up with a product 
competitive with the Sunoco cut-price products. 
He says he’d like to see his company come up 
with a grade like Gulf’s Gulftane. 

But Phillips jobber V. J. Guthery says, “I’ve 
got two stations closed down right now—both in 
excellent locations. I don’t see that we’re any 
closer to a solution now than we’ve ever been.” 


Marvin Reid reports from SAN ANTONIO 


GASOLINE PRICES here dropped to 19.9¢ gal. 
in mid-August, after seesawing for several weeks 
following Gulf’s entrance into the city with its 
“Gulftane.” The normal price structure in San 
Antonio is 30.9¢ for majors and 28.9¢ for inde- 
pendents and private branders. 

The low prices of 19.9¢ (including 9¢ tax) were 
posted by independents and Gulf (for Gulftane) in 
southwest San Antonio. This has long been the 
trigger-section of the city. In most instances, it’s 
in this southwest section that price cutting starts. 

Before Gulf’s move into San Antonio, the city 
had had its troubles. Both majors and independents, 
however, have honed their price swords just a 
little sharper since the Gulf move. 

One big jobber here reports that before Gulf 
came in, there was considerable feeling among San 
Antonio marketers about Shamrock Oil Co. This 
large independent refiner-marketer moved into San 
Antonio several months ago, and attempted to fol- 
low its normal practice of selling at the private- 
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General 


INDIANAPOLIS: Three major stations at Central and 38th post 22.9¢ signs—lowest city level in recent memory 


brand level. Private branders objected to this. Then 
the Gulf move really got them edgy. 

Area marketers say that since Shamrock came 
in—and often before—the San Antonio market has 
followed this pattern: 

Stations on West Commerce St., in the southwest 
section, will start whittling away at prices when the 
market is “normal.” Some will do this without 
price signs—i.e., they'll quietly lower pump post- 
ings without benefit of signs. Others learn about 
it, the price signs follow, and the situation rapidly 
deteriorates. 

Since Gulf moved in with Gulftane and started 
pricing it at the independent level, prices have been 
very fluid. Shortly after the introduction of Gulf- 
tane, one independent, Sunset Oil, introduced its 
own subregular. Called Suntane, it sold at 17.9¢, 
2¢ under the posting for Gulftane at the time. 

There is some apparent resentment among both 
majors and independents over Gulf’s move. There 
is talk among some majors that they’ll meet what- 
ever price Gulf posts for Gulftane. Mobil has re- 
portedly been meeting Gulf on the nose. There is 
also widespread rumor of others attempting the 
same thing Gulf is doing. Most prevalent rumor is 
that Humble may try it. 

A big San Antonio jobber believes the third- 
grade idea is a good thing. He would like to see 
his company do it. He says there are obviously a 
number of customers who will buy a lower-grade 
product priced lower, and why shouldn’t the majors 
take advantage of it? 

He has no idea how much money has been lost 
in San Antonio’s price wars—‘“but it would be in 
the hundreds of thousands.” 


Stewart Ramsey reports from CHICAGO 


GULF MOVED its Gulftane into the Indianapolis 
market early Aug. 4 with the precision of a mili- 
tary invasion. A swift chain reaction disintegrated 
prices, and regular fell about 8¢. 

A local marketer reports, “Everything happened 
kind of simultaneously.” He says Gulf called in 
unsuspecting salesmen for a meeting the night of 
August 3, then sent them—including some “who 
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hadn’t been on a truck in 20 years’”—out to sta- 
tions in the Indianapolis area. They pumped out 
Gulf Crest, pumped in Gulftane priced at 28.9¢. 

The Gulftane price was the same as independ- 
ents were posting, and 2¢ below the majors’ regu- 
lar-grade price. The normal price had been 31.9¢ 
for majors and 29.9¢ for independents, but both 
went down 1¢ a few days before. 

The majors immediately met Gulftane’s price— 
with Mobil leading them. Private branders dropped 
to 26.9¢, Gulftane followed, private branders 
dropped to 24.9¢, Gulftane went to 24.9¢, the 
majors went to 26.9¢. (All prices include 10¢ tax.) 

Prices continued to tumble. Eventually most— 
the major housebrands, independents, and Gulftane 
—settled at the same level. Gulf regular was 2¢ 
higher. 

Gulf did not stress three grades. One embattled 
marketer says he thinks the public is under the 
impression that Gulftane is Gulf’s regular. 


There are many private branders in Indianap- 
olis, and quite a few are encountering trouble. 
Some have closed and others have stopped round- 
the-clock operations. Wake Up Oil started closing 
its 19 stations at 5 p.m., instead of staying open 
all night. Some private branders that closed put 
up signs saying they “couldn’t stand it.” 

As for the outlook, it’s rugged. One man in the 
trenches says he can’t recall such severe price- 
cutting, though the market has always been explo- 
sive. “Looks like a long, tough grind,” he says. 


Cornelius Brodersen reports from BUFFALO 


THERE’S AN OLD-FASHIONED, garden-variety 
“gas” war going on here—but with a new switch. 

What’s new is that it started when a major— 
Gulf—put in a subregular grade—Gulftane—to 
compete with private branders. 

What makes you think of old times are the big 
signs advertising the low prices for gasoline. In 
nearby Niagara Falls a city law bars big price 
signs, but there are many signs reading “New 
Low Prices,” “Save, Save, Save,” and “Gas-War 
Prices.” (Continued next page) 





{Begins on page 91) 

Gulf hit private branders right on the nose 
when it introduced its Gulftane at 28.9¢ in Buf- 
falo. Most majors met the Gulftane price with 
their regular grades, and prices quickly dropped 
to 21.9¢ at mid-month. “They fell so fast I didn’t 
even get to put up my 22.9¢ sign,” says one dealer. 
Another said he expected prices to drop still 
further. 

Gulf dealers who handle trading stamps have 
special signs on their Gulftane pumps declaring 
that they give no stamps at such a low price. 

Gulftane is being sold through old Gulf Crest 
pumps. They’re still painted purple, but banners 
wrapped around the bottom have a Gulftane em- 
blem, and some say, “Save up to 5¢.” 

Mort Dimet of Simon Oil, Gulf distributor, says 
Gulftane is going over better than Crest. 

One Gulf dealer says, “We needed it. Crest 
wasn’t moving so good— it was too high priced. The 
first day I did 25 gal. of Gulftane; today it was 130 
gal. out of 600.” What does he tell former Crest 
customers? “I tell them that Gulf puts more zip in 
the premium gasoline.” 

But another says, “It’s rough,” explaining that 
part of the reduced price of Gulftane comes out 
of his margin. And a private brander says he 
hasn’t lost any gallonage since Gulftane hit the 
market. 

A Tidewater dealer says, “It doesn’t make 
sense . . . we’re fighting a low-price gasoline with 
our regular grade.” 

An area jobber pretty much summarizes general 
opinion: “Seems like just when things begin to 
look calm—zing, something happens and we’re off 
again.” 


Humble Expansion 


ENCO SERVICE STATIONS are burgeoning in 
the Midwest and California as Humble Oil & Re- 
fining Co. is stepping up its expansion drive. 

Station openings in Ohio and northern California 
have added 26 new Enco outlets in states where 
none existed a few months ago. 


Humble opened five new stations in the Youngs- 
town, Ohio, area in the middle of last month. The 
openings brought the total of Enco stations in Ohio 
to 43. All have been established since last Novem- 
ber. The company has 30 more stations under con- 
struction in the state, and plans to start more. 


Ten of the existing stations and 12 of those under 
construction are in the Youngstown area, where 
Humble has bought more land and done more 
building than anywhere else in the state. 

In Dayton, however, the company canceled its 
options. 

Humble also last month moved into northern 
California for the first time. It opened Enco sta- 
tions at 21 locations in Stockton, Modesto, Turlock, 
Oakdale, Waterford, and Acampo. 


Sinclair Policy 


Company raises tank-wagon levels, 
but meets with setback in Detroit 


“GRIM NECESSITY” forced Sinclair Refining Co. 
to raise “subnormal” tank-wagon prices last month. 
It now turns up as the ostensible cause for modifica- 
tions in Sinclair’s policy. 

The company first announced it was raising tank- 
wagon prices to a “normal” level throughout its 
36-state marketing area, and abandoning temporary 
price reductions. 

Sinclair said it felt “impelled by grim necessity 
to attempt to bring to an end the meeting of the 
lowest prices of all comers, which not only fail to 
recover costs, but are unreasonable and inde- 
fensible.” 

But two weeks later, the company cut its “nor- 
mal” 16.8¢ Detroit-area price to 15.2¢, the level 
maintained by most other majors. The company 
had no comment on the move, but a competitor 
commented that though Sinclair’s desire to stabilize 
prices was laudable, it appeared unable to do so 
because it is not a market leader. 


Furor Over Prices 


DETROIT’S HECTIC gasoline-price fracas calmed 
down temporarily last month, but a flurry of charges 
and countercharges replaced it. 

Depressed prices, which had beset the area since 
early in the year, came to an end when a number 
of private branders boosted their prices 8¢-gal. 

American Oil raised its dealer tank-wagon price 
from 9.4¢-gal. to 15.9¢. Most other majors went 
up to 15.2¢, and American shortly went down to 
that level. The near-simultaneous increases brought 
a storm of protest from the Detroit Common Coun- 
cil, the governor, and others. 

When the common council called for an investi- 
gation, Milo J. Hector, Detroit regional manager 
for American, volunteered to appear before the 
council and explain the situation. 

Hector denied “flatly, absolutely” that there had 
been any collusion on gasoline pricing. 

He told the council that the dealer tank-wagon 
price in Detroit last February was 16.8¢-gal. He 
called that price a “tremendous bargain.” 

“Now we’re 1.6¢ below that,” he said, “and still 
the brickbats come our way. I can easily understand 
how the customer would be happy during a price 
war. They're not just getting bargains, they’re get- 
ting super bargains.” 

“But I’d think that even customers after a little 
while would begin to realize that an industry 
doesn’t just go on tearing itself apart indefinitely 
and that it would be bad for everybody if it did,” 
he said. 
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TRAILER-RENTAL facilities at Tidewater stations in Western 
gee states are being expanded. The company hopes to have 
— , 5,000 trailers in operation by September, 1962 
‘SNARK’ SAILBOATS were offered in drawings at 
Shell stations throughout the company’s marketing 
territory. Boat retails for $100; dealers bought it at 
wholesale price. Shell supplied promotional material 
and bought some advertising 


CATALOG SALES agencies for 

Montgomery-Ward are going in- 

to three Pure Oil stations as an 

experiment. Pure employes in 

Pure uniforms will operate the 
me agencies. Pure says it hopes the 
; outs idea will increase traffic 


Ree AMERICA? 


it rs 
r LEAD | A. : 
a™ OUT es a 


HARD SELL for unleaded Amo- 
co gasoline is demonstrated at 
this American Oil station. Deal- 
er who doesn’t mince words is 
in Hackensack, N. J. 
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What Sun Oil Case Decision Means 


It's a significant reversal for FTC. Upholding ‘good-faith’ defense 
in Jacksonville pricing case, judge calls FTC position ‘unrealistic’ 


SUN OIL’S VICTORY in the Jacksonville case 
clears away considerable restraint under which 
major oil companies have been operating. 

It both clarifies and alters Federal Trade Com- 
mission’s role in regulating the retail gasoline busi- 
ness—though FTC didn’t intend to have it happen. 


Gone is FTC’s 1959 cease-and-desist order bar- 
ring Sun from selling at a lower price to one outlet 
in an area than to others. FTC has until Oct. 24 
to appeal the Fifth Circuit Court of Appeals’ de- 
cision to the Supreme Court. It has not indicated 
whether it will. 

The three-man court sitting at New Orleans up- 
held Sun’s “good-faith” defense against charges 
of price discrimination brought by FTC under the 
Robinson-Patman Act. The charges concerned 
price cuts Sun gave one Jacksonville, Fla., dealer 
in 1956. 

The court ruled: “. . . the defense of meeting 
competition in good faith is available to a supplier 
of gasoline when the supplier reduces the whole- 
sale price of gasoline to one of its filling stations 
in a price battle at the consumer level with a sta- 
tion owned and operated by a competing supplier.” 

As the court outlined the case, Super Test Oil, 
“a non-major competitor,” opened a station in 
June, 1955, across the street from Gilbert McLean, 
one of 38 Sun dealers in the Jacksonville area. 
Super Test initiated a series of price cuts and 
“McLean and Super Test competed for gallonage, 
with McLean always the loser.” 

Sun refrained for four months from giving Mc- 
Lean a price allowance, but gave him a discount of 
1.7¢-gal. when he told company officials he was 
“going out of business.” 

Other Sun dealers then complained, and “what 
had been a skirmish on the corner of 19th and 
Pearl (Streets) became a full-scale price war in 
the Jacksonville area,” the court said. 

“Sun’s price allowance to McLean . . . came too 
late to help him,” the court concluded, because 
he went out of business Feb. 18, 1956. 

FTC charged on Sept. 28, 1956 that Sun violated 
the Robinson-Patman Act by selling gasoline to 
McLean at a lower price than to other dealers in 
the Jacksonville area. 

Sun said the price cuts had been made in good 
faith to meet competition. 

FTC subsequently issued a cease-and-desist order 
against Sun that applied not only to discrimination 
in gasoline, but to all Sun products. 

The court ruled: 


“We consider the commission’s construction of 
(Robinson-Patman) as unnecessarily narrow, un- 
realistic in terms of the facts of life in marketing 
gasoline, and inconsistent with the purposes of the 
Robinson-Patman Act. 

“The commission would have Sun sit and watch 
Super Test squeeze McLean out of business and 
take over Sunoco customers at 19th and Pearl. 


“If the good-faith defense is to have meaning 
when applied to a supplier in competition with a 
supplier-retailer, it must be recognized that some 
dealers may suffer a diversion of business when the 
supplier lowers its price to meet competition. 

“Taking a coldly objective view of this case, 
one would have to say that, regardless of some 
injury to certain Sun dealers, Super Test’s price 
cutting and Sun’s response of making an allowance 
to McLean benefited consumers and the competitive 
process in at least two ways: by promoting com- 
petition at the retail level and by providing an 
opportunity for a major to break away from a uni- 
form pricing system characteristic of an oligopolistic 
industry such as the oil industry. 


“The examiner made—and the commission ap- 
proved—the suggestion, one that is somewhat more 
than banal, that if Sun should choose not to meet 
competition from Super Test by operating its own 
stations, a course of action naturally repugnant to 
the commission, Sun could meet ‘competition at 
the dealer level by non-discriminatory reductions 
in price to all dealers.’ 

“In other words, to avoid the dilemma and to 
meet competition on the corner of 19th and Pearl 
Streets in Jacksonville, Sun, perhaps ruinously, 
would have to reduce its price to all of its dealers 
in the U. S.” 


Reaction to the decision from dealer organiza- 
tions was mixed. 


Joseph Malic, executive secretary of American 
Gasoline Dealers Assn., called the court’s reversal 
of the FTC position “completely justified.” 


John Nerlinger, executive secretary of National 
Congress of Petroleum retailers, said: “We have 
supported the FTC position right along, and we 
feel that the Supreme Court will reverse the decision 
of the appeals court.” 


Malic said: “A dealer has no place to go for 
help if he cannot depend on his company in a cut- 
price situation. An independent could just put him 
out of business . . . price cutting is a strictly local 
situation that requires a local response . . . the 
court’s interpretation of the law permits this.” 
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‘... would you mind cleaning my windshield?” 
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Od, Gis 


THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and only time will tell what future services you may have to 
provide. But whatever the services you may need, you can count 
on prompt attention when you’re supplied by Ashland Oil. As 
the nation’s largest independent supplier of petroleum products, 
Ashland Oil & Refining Company understands and respects your 
independence. Here are just a few of the benefits you get from a 
working agreement with us: 


¢ You are your own boss * You choose the marketing program that best 
suits you * You get effective merchandising and selling tools * You get 
products of highest quality . . . developed and test-approved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, 0., 
811 Federal Reserve Bank Bidg.—CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., Standard Bidg—DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street-—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


%hke independent Supplier st Independents 
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Meet API's New Rep 


American Petroleum Institute is taking on a highly 
regarded congressman, Frank Ikard (right), to 

‘beef up its Washington operations. Eventually, it's 
thought, he may become API president 


SOON AFTER CONGRESS ADJOURNS, Frank 
N. Ikard will swap hats. He'll take off the one he’s 
worn for 10 years as a Democratic Representative 
from Texas, and put on a new one as oil-industry’s 
representative in Washington. 

Washington oil people feel Ikard will add muscle 
to American Petroleum Institute’s Washington 
operation. He’s said to be extremely capable and 
is well thought of in Congress. 

His addition to API’s Washington staff isn’t likely 
to bring any radical changes in API’s approach to 
national issues. Despite frequent suggestions that 
API should have a well-known spokesman in Wash- 
ington with authority to reply quickly to attacks on 
oil from outside the industry, the dominant view is 
still that API’s role is chiefly defensive, and that 
the industry’s interests can best be pursued quietly. 

This view is reinforced by two factors: First, the 
ever-present problem that on many national issues, 
there is disagreement within the industry; second, 
the fact that Ikard himself is more attuned to quiet, 
diligent effort than to the splashy sort. 

Expanding Role—lIkard is expected to move into 
API’s Washington operations, and gradually expand 
his role so that within a few years, he will be in a 
position to take over from president Frank M. 
Porter. This would probably move Ikard to New 
York, although there has been some talk of moving 
API headquarters to Washington. 

An industry representative says, “Frank will be 
in a position to make pretty much what he wants to 
of the job, but knowing him, I don’t expect him to 
rush in and try to grab everything by the scruff of 
the neck all at once.” 

Ikard will be leaving the powerful House Ways 
and Means Committee to go with API, and this has 
raised doubts about his appointment in the minds 
of some of the industry representatives in Washing- 
ton who like him best. 

In 10 years in Congress, Ikard has established a 
reputation as a hard-working “professional con- 
gressman” who takes his work seriously. He re- 
flects,the conservative views of his district, but is 
respected and listened to by liberals. 

In addition, he enjoys the patronage and friend- 
ship of Speaker Sam Rayburn, and there was spec- 
ulation that he might eventually succeed to the 
speakership himself. 


Ikard, now 47, represents the oil-and-gas-rich 
13th congressional district (19 counties in the 
Wichita Falls area). He fought a hard primary 
battle to gain the seat in 1951, but he hasn’t had 
any opposition in the five elections since. 

At the very least, his potency on the tax-writing 
Ways and Means Committee would certainly in- 
crease, and his decision to give up a bright political 
future at a time when the oil industry may be facing 
its most serious battle over percentage depletion is 
disturbing to some. However, it’s likely that an- 
other Texan chosen by Rayburn will succeed Ikard. 

Ikard represents a producing district in Congress, 
and he was a leader in the fight for mandatory oil 
import controls. This, however, doesn’t seem to 
alarm representatives of other segments of the in- 
dustry who know him. They say his performance 
in Congress stamps him as one with a broad out- 
look. 

Political Pro—Ikard’s ability to function well in 
politics is illustrated by the fact that he defeated a 
candidate backed by Vice President Johnson when 
he was first elected to Congress, and was a hard 
worker for Johnson at last year’s convention. 

When Johnson failed to get the Presidential 
nomination, Ikard went to work for the Kennedy- 
Johnson ticket, and campaigned vigorously state- 
wide in Texas. 

No Tuesday-through-Thursday congressman, 
Ikard is known as a regular, effective committee 
member. He is highly regarded by newsmen, who 
think of him as direct, reliable and practical. He has 
a particular distaste for the jargon of economics 
that Ways and Means Committee members are often 
presented. 

He was born in the congressional district he now 
represents, in Henrietta, Tex. His B.A. degree is 
from the University of Texas, and his LLB degree 
from its law school. He practiced law in Wichita 
Falls from 1937 to 1948, with the exception of the 
war years, when he served as an infantryman in 
Europe, was wounded twice, and wound up in a 
German prison camp. 

He was appointed district judge of the 30th 
judicial district of Texas in 1948, and entered Con- 
gress three years later. His wife, Jean, and their 
two sons, Frank Jr. and William, live in Chevy 
Chase, Md., outside Washington. 
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Net-Profit Reports 


Oil companies show average 15% 
profit increase in first half 


NET EARNINGS of major oil companies during 
the first six months of 1961 averaged about 15% 
higher than in the first half of 1960. 

The increase came in the face of domestic price 
weaknesses, and is attributed largely to improved 
operating efficiency and increased overseas demand. 

As Albert L. Nickerson, president of Socony 
Mobil, said: “Larger volumes abroad have been 
accompanied by a steady weakening of prices 
generally in overseas markets. Additionally, whole- 
sale gasoline prices in the U. S. have eroded badly 
in recent weeks, at just the time in the year at 
which they strengthened in 1960.” 

“The price structure, both here and abroad, 
has created uncertainty about the outlook for the 
remainder of the year,” he said. 

Jersey Standard, Texaco, Gulf, Standard of Cali- 
fornia, and Socony Mobil retained their first-half 
positions as the five largest companies in terms of 
net earnings. But Standard of Indiana edged out 


Shell for sixth place. 


Company 

Socony Mobil 

Cities Service 

Atlantic 

Delhi-Taylor 

Union 

Standard (N.J.) 

Sun 

Sunray 
Midcontinent 

Standard (Ind.) 

Texaco 

Ohio Oil 

Gulf 

Ashland 

Sinclair 

Skelly 

Standard (Ohio) 

Standard (Calif.) 

Phillips 

Shell 

Continental 

Imperial 

Standard (Ky.) 

Tidewater 

Pure 

Signal Oil & Gas 

Richfield 


net profits 


108,800,000 
23,919,000 
21,649,000 

2,750,000 
16,770,997 

385,000,000 

24,048,000 


21,916,000 
74,177,000 
198,726,264 


19,300,000 


169,701,000 
6,806,323 
23,161,830 
11,813,309 
11,649,341 
136,482,000 
54,902,000 
69,683,188 
21,473,940 
29,091,000 
6,346,000 
14,718,000 
10,874,000 
5,927,000 
9,179,608 


change % change 


% 
1961-1960 1959-1960 


+30.5 + 8.2 
+28.1 — 1.2 
+28.0 — 2.5 
+261 +50.3 
+25.4 +424.1 
+22.2 nochange 
+20.0 — 88 


+16.9 —10.5 
+14.0 gy 
$12.1 + 75 
- 8.8 4.4 
+ 8.7 +10.1 
- 14 —13.7 
+ 69 —18.6 
+ 65 —20.5.* 
+ 63 +10.9 
- 6.1 + 88 
+ 61 — 2.7 
+05 + 0.2 
+02 — 2.3 
- §.2 +31.5 
— 88 + 3.2 
—-19.5 — 19 
21.0 + 4.6 
22.1 12.2 
—34.4 +30.8 
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. In case you missed it... 


Humble Pipe Line Co. and Interstate Pipe Line 
Co. have merged, making the combined system the 
largest-volume crude-oil and products pipeline in 
the United States. The line will operate as Humble 
Pipe Line Co., and will handle a million bbl. of 
crude oil and products daily over 12,500 miles of 
gathering lines serving 930 producing areas. 


The average octane rating of gasoline sold at 
service stations in July was 99.2 for premium 
according to Ethyl Corp. The average rating for 
regular gasoline was 92.7. The premium was 9.1 
octane below June and 0.2 below July, 1960. The 
regular was unchanged from June and 0.2 octane 
higher than a year before. 


Texaco is working on development of a new- 
type automobile engine that can use any kind of 
fuel. Some experts give the ‘“lean-mixture, 
stratified-charge, spark-ignited” engine a_ better 
chance than the diesel or gas turbine to be the 
engine of the future. 


p> Continental Oil Co. plans to build a $2.6-million 
products pipeline to link its Ponca City, Okla., re- 
finery with Wichita Falls, Tex. Continental plans 
to close down its 42-year-old Wichita Falls refinery 
in four to six months because it is “obsolete and 
uneconomical to operate.” - 


Bp United States automobile production in July 
decreased 8.1% from the previous July. The total 
of 399,157 was the smallest for July since the 
recession year of 1958. 


BStandard Oil of California stockholders will 
meet Sept. 7 to vote on the company’s proposed 
acquisition of Standard of Kentucky. Entitled to 
vote will be stockholders of record Aug. 10. 


Standard of Kentucky came out on top in some 
preliminary sparring with Humble Oil over 
Humble’s federal court suit to establish its right 
to use the “Esso” name in Kentucky territory. The 
court ruled that Kentucky could examine Humble 
and Jersey Standard documents and officials be- 
fore filing its own pleading. 


Detroit Diesel Division of General Motors has 
developed a series of compression-ignited engines 
that can operate on any grade of gasoline, jet 
fuel, or a mixture of them without any adjustment 
or modification. The company is aiming the engine 
at the military market, but says it could prove 
commercially useful in areas where diesel-fuel taxes 
are high. 





SUPER GASKET 


of neoprene, 6 times as thick, 
gives quick perfect seal. 


TENSION-LOK PLATE 
flexes as filter is tightened, pre- 
venting loosening under vibra- 
tion . . . maintains positive 
tight seal. 


DOUBLE-LOK SEAM 
insures complete leak-proof and 
split-proof housing. 


ANTI-DRAINBACK VALVE 
provides instant bearing lubri- 
cation .. . prevents oil from 
draining out of filter when en- 
gine is not in operation. 


SUPER-MICRONIC FILTER 


removes dirt particles as small 
as 39 millionths of an inch! 
(Over 11 ft. of filtering element). 


ACCURATE RELIEF VALVE 
opens promptly only if neglect 
lets filter clog. 


PATENTED HEX CASE 
for easy installation and re- 
moval with new filter wrench. 





urolator introduces 
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, NEW FILTER DESIGN 


New spin-on series assures more 
efficient filtration ... easier installation 


Free Introductory Wrench Offer 
.+.in the W-61 package 


Just to show your dealers how this new design 
makes filter changing an easy, quick-profit job, 
we’re offering a specially designed Hex-Cap wrench 
free with 3 PER 5’s in the W-61 package! [Don’t 
forget, with some type cars, you can’t change a 
PER filter without the new tool]. Order today from 
your Purolator Supplier. 


**Purolator at 


New Hex-Cap Wrench FREE 
with 3 PUROLATOR PER 5’s 


@ Makes filter removal a breeze! 

@ In a tight place, use it with 2” drive. 

@ With some type cars, new tool is a “must.” 
@ Get your dealer to order the W-61 package. 


Shown is one of Purolator'’s new spin-on filter series—the PER 


5. It fits late-model Buick, Oldsmobile, Pontiac and Cadillac. rw 
Ng 


fennenninnd LISTEN TO THE MAN..! } CAMPAIGN... 


continues to make filter sales for YOU 





i O1L FUTER 


~~ PUROLATOR 


OIL, AIR & GASOLINE FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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NEXT YEAR’S CARS: THE GLOOMY SIDE FOR OIL MARKETERS 


LESS A.T.FLUID DEMAND: 


3 


: 60% without ified 
br ppt < 


interval for 


automatic transmissions 





How the 1962-Model Cars Will 


ETROIT’S 1962 new-car lineup will give the 
buyer more variety of sizes than ever before, 
but it’s an oil marketer’s nightmare. 

Here are some of the reasons: 

@ 78% of new cars sold will be engineered for 
regular-grade gasoline. This is a significant increase 
from last year. 

e Average recommended oil-change interval 
will increase to 4,000 miles, with the most optimis- 
tic maker specifying a 6,000-mile interval. 

e@ 51% of the new cars will have grease-free 
(or nearly so) fittings. Only Ford and Cadillac 
had them previously. 

e@ Eight compact makes and at least one stand- 
ard-size car specify two-ply tires. 

@ One of the Big Three specifies a factory-in- 
stalled two-year coolant in all its lines. Europe 
has the jump here, though. The shortly-to-be-an- 
nounced Renault 4L has a sealed-for-life liquid 
cooling system. 

e@ The service interval for other components, 
such as gas and oil filters, air cleaner, muffler, and 
paint, has been lengthened considerably. 

e@ 60% of the new models have abandoned 
drain intervals altogether on the automatic trans- 
mission. With this move come service-free differ- 


entials. Periodic checks on the fluid levels of both 
components are all that are required. 

The developments come as a result of 1958 
surveys that showed consumers were no longer 
strongly interested in chrome-bedecked, rooster- 
combed cars, and were becoming disenchanted with 
unusable horsepower. 

Fully translating the survey results into a new 
breed of autos has taken somewhat more than three 
years. 

First came the Big Three compacts, sized in the 
image of American Motors’ agile Rambler. In the 
1961 model season came luxury versions of the 
compacts, with nearly every maker in the act. 
Now there’s a new breed best called “king-size 
compacts.” 

And before 1962 is too old, there should be at 
least one Big Three offering in the field that has 
previously been left by default to Volkswagen and 
some of the other 70-odd imported makes. 


Impact on Marketers 

The emphasis on economy is bad news for oil 
men (but see comments above). Here are the big 
points: 

Fuels—With almost 80% of new cars designed 
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... THE OTHER SIDE 


” 


The changes in 1962 cars are bad news 
for oil marketers, but remember this: 

Premium ratios can always be im- 
proved by salesmanship. Car manufac- 
turers habitually overstate gasoline econ- 
omy and antiknock tolerance. 

Motor-oil ratios are always a struggle, but you can combat 
the motorist’s tendency to exceed oil-change recommenda- 
tions. As always, you've got to solicit the customer emphasiz- 
ing thirty-sixty-day intervals rather than mileage intervals. 

Antifreeze needs may shrink, but regardless of the anti- 
freeze in the car, the cooling system still needs attention. 
And you don’t have to give antifreeze away in pointless price 
concessions. There’s no law against holding out for a respect- 
able price that covers good service. 

Lube-free features are often overstated. Field people 
should get solid information from suppliers on which cars to 
grease and how to grease them. 

Drain intervals themselves aren't as important as remind- 
ing motorists when they’re due. That’s never been done suf- 
ficiently. But it’s the key to sales. 

Service-free aspects do hurt accessory demand, but they're 
in the motorist’s best interest. In the long run, that’s your 
best interest, too. 


Affect You 


for regular gasoline, there'll be further downward 
pressure On premium ratios. It’s too soon to tell 
for sure, but if average mileage is up it will crimp 
demand (see p128 for how to boost demand). 

Lubes and motor oils—More makes with grease- 
free or long-life fittings will shrink lube potential. 
Cadillac and the big Oldsmobile have lifetime fit- 
tings. All-Chrysler Corp. cars specify 32,000-mile 
intervals. All Ford products except compacts, and 
all big Ramblers specify 30,000. Others remain at 
normal lube intervals. 

Motor-oil ratios will continue to feel the effects 
of lengthening oil-change recommendations. While 
oil marketers push the API 2,000-mile period, 
average manufacturer-recommend period rises to 
4,000, with Ford at 6,000 miles. 

TBA—FEffects in this area will be less severe. 
Two-ply tires won’t cause stocking problems be- 
cause four-ply tires will do as replacements. There 
are no changes of consequence in batteries; the 
two all-new cars use shelf items. Ford Fairlane’s 
battery hangar is oversized for production reasons, 
making field replacement simpler. Longer service 
intervals on accessories will shrink potential in this 
area, but it’s still a good market. 

Servicing—No real problems lie ahead in get- 
ting the *62s on the hoist. Ford Fairlane and 
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Chevy II will require adapter kits, however. 


Changes in service items go both ways. Ford 
has switched from a throw-away to a full-flow 
element as a result of its 6,000-mile drain interval. 
Some makes are reported returning to oil-bath air 
cleaners. Some will put fuel filters in the gasoline 
tank, making it a dealer job to replace. Dodge, on 
the other hand, has a new complete and identified 
fuse box under the instrument panel. 


And all models such as Chevy II, Fairlane and 
recent compacts have thin front-fender crowns, 
making it easier to lean in. 


What the Cars Have 


Here’s the company-by-company picture: 
>GENERAL MOTORS: Chevrolet will have a 
1,000-mile lubrication interval on all models in- 
cluding a whole new line of unitized-body cars 
called Chevy II. 

The Chevy II offers a choice of a four-cylinder or 
a six-cylinder engine, both liquid-cooled and made 
of cast iron. Both engines are designed for regular 
gasoline. The displacement of the six is about 200 
cubic inches, and the four is presumably about two- 
thirds of that. 

The new models are about 5 inches longer than 
the Corvair, but are said to have nearly as much 
interior room as the standard-size Chevrolet. They 
have a single-leaf rear spring. The bodies have the 
same general lines as the Chevrolet, which has now 
lost all vestiges of the gull-wing rear. Industry in- 
siders predict the Chevy II will be Chevrolet’s 
volume line and that eventually only the luxurious 
Impala series of the bigger car will be kept. 


The standard-size Chevrolet has the usual variety 
of V-8’s and sixes. Only about 10% of the V-8 
total requires premium gasoline. 

Buick has a new V-6 castiron-block engine for 
the compact Special series. It operates on regular 
gasoline and holds four quarts of oil. It performs 
almost as well as the aluminum V-8 that it largely 
supplants, and weighs 200 pounds less than such 
in-line six-cylinder engines as Chevrolet’s and 
Ford’s. Buick will continue to manufacture the 
aluminum V-8 for Oldsmobile and as an option 
for itself and Pontiac. A convertible has been added 
in the compact line. 


The larger Buicks continue with little but the 
usual styling changes. Automatic transmissions and 
a big, premium-fuel V-8 are standard equipment. 
Lubrication interval is 1,000 miles. 


Pontiac and Oldsmobile have generators and dis- 
tributors redesigned to eliminate the need for 
periodic lubrication. Pontiac now has a 35,000- 
mile lubrication interval, and Oldsmobile has a 
sealed-for-life system. 


Larger models of both makes generally require 
premium gasoline, but each offers an optional 
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NOW: SIX DIFFERENT AUTOMOBILE SIZES 


COMING: 
ANOTHER 
LUXURY SUB- 
STANDARD | COMPACT 


123-150 in. 95 in. 
212-242 in. i 


LUXURY 
COMPACT 


108-114 in. 
179-195 in. 


Buick Special, 
Oldsmobile F-85, 
Pontiac Tempest, 
Mercury Comet, 
Rambler Classic 
V-8, Lark Cruiser 


KING-SIZE 
COMPACT 


110-116 in. 
190-204 in. 


Ford Fairlane and 
Fairlane 500, 


COMPACT 
wheel base 100-109 in. 
over-all length | 173-183 in. 


——_+ 


STANDARD 
113-126 in. 
205-219 in. 


Ford, Mercury, Cadillac, Ford 
Pontiac, Chevrolet, | Imperial, Cardinal 
Mercury Meteor, Oldsmobile, Lincoln (expected 
Chevy II, Plymouth, | Buick, Chrysler about 
Dodge Polara spring) 
and Dart, Rambler 
Ambassador, Lark 


makes Lark, Falcon, 
Corvair, Valiant, 
Rambler American 
and Classic 6, 
Dodge Lancer 





























(Begins on page 102) >CHRYSLER CORP.: All Chrysler products 


economy package. Both makes have added con- 
vertibles to their compact lines. 

Cadillac continues its sealed-for-life lubrication 
system, introduced in the 1961 models. 

Cadillac’s big V-8 requires premium fuel. 

All GM cars specify an alternator to replace the 
generator on air-conditioned cars. 
>FORD MOTOR CO. retains the 30,000-mile 
chassis lubrication interval on its larger cars and 
the 6,000 mile oil change interval on all its cars. 
(The interval is 6,000 miles on the Falcon and 
Comet.) Ford has also gone across the board with 
factory installation of a two-year coolant. The 
specifications of the new coolant are similar to 
Dowgard “Full-Fill,” but “ionized” water is not 
required. Therefore, any of the new super-perma- 
nent coolants could probably be used as a replacz- 
ment, or the owner could convert back to a stand- 
ard antifreeze. 

Ford Division itself features a new series of cars 
that are bigger than the Falcon, but smaller than 
the big Ford. Ford has such confidence in the sales 
appeal of the new model that it is offering only 
one big Ford—the luxurious Galaxie. Bodies of 
the new model, based on the Falcon, are unitized. 

Mercury is filling the gap between the Comet and 
the Monterey with its own version of the middle- 
sized Ford. 

Both new models offer a choice between the 
present six-cylinder engine used in Comets and 
Falcons and an all-new V-8 displacing about 220 
cubic inches. Both engines use regulare gasoline. 

The Galaxie is based on this year’s big Ford, as 
is Mercury's Monterey. Each offers a choice be- 
tween a six and several V-8’s of varying horse- 
power. Only the largest of the V-8’s requires 
premium fuel. 

Comet and Falcon specify two-ply tires. 

Lincoln and Thunderbird are little changed, 
mechanically or in appearance. Lincoln, incident- 
ally, is the only American car to offer a 24-month/- 
24,000-mile guarantee. 

Ford has a 95-inch car, the Cardinal, scheduled 
for late-spring introduction. It has a liquid-cooled 
V-4 engine and front-wheel drive. 


specify a 32,000-mile chassis-lubrication interval. 
But fairly frequent inspection of the seals is recom- 
mended. 


Valiant and Lancer are the only compact cars 
with the long lube interval. Both use two-ply tires. 
Crankcase capacity on V-8 engines has droped from 
five to four quarts. Gasoline-tank size has increased 
by a gallon. Both cars offer an optional 225-cubic 
inch engine with a die-cast aluminum block. 

Premium fuel is needed for only two varieties 
of V-8 “powerpacks,” and for larger Chrysler and 
Imperial lines. 

Plymouth and Dodge Dart have shed as much 
as 400 pounds through careful attention to the 
design of mechanical components and introduction 
of a lighter, slimmer automatic transmission. Both 
cars have been shortened to a 116-inch wheelbase. 
This produces a set of compromise dimensions not 
matched by other Big Three makers, despite their 
more-extensive list of models. 

Chrysler offers a major restyling and is renaming 
the larger models after the popular 300 series. 

Imperial continues with little change. It is the 
only make in the Chrysler line that does not use 
unitized body construction. 

Chrysler Corp. is now manufacturing all of its 
own electrical components, and will install Cham- 
pion spark plugs at the factory. 

INDEPENDENTS: Rambler has extended chas- 
sis-lubrication intervals on its Classic and Am- 
bassador models to 30,000 models. The American 
series retains its conventional fittings. Rambler 
pioneered the die-cast aluminum engine as an op- 
tion on its Classic model, and that status is con- 
tinued for this year, as is the unique ceramic-coated 
lifetime muffler. All models, except one version 
of the Ambassador, use regular gasoline. 


Studebaker-Packard: All Lark models use regu- 
lar gasoline and are greased at 1,000-mile intervals. 
Work on a four-cylinder baby Studebaker is stalled, 
though the engine may be introduced later in the 
year as an option on the larger cars. The company’s 
new management has carried out an extensive face 
lifting, which it hopes will boost sales figures to the 
ambitious goal of 180,000 units annually. ® 
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America’s 
Motoring 
HKamilies: 


you could fill a book with their buying habits... 
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.--and that’s exactly what Du Pont did? 
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IN FACT, we've filled eight books with facts and figures 
gleaned from the largest continuing study ever made of 
the motoring public. 

In 1952 we published “The Service Station and the 
Motorist”. In 1954, “Buying Patterns at Service Stations”, 
In 1957, “The Service Station Operator” (five reports). 
And the most recent addition to the bookshelf is “The 
Profile of the Motorist”, which is now available in a 40- 
page Summary Report. 

In these 40 pages are the facts of how, what and why 
motorists buy at service stations. As a marketer, you can 
use this “Profile” to sight buying trends as well as answer 
some immediate questions about today’s driving-and- 
buying habits. 





ation operator 


is 


report 


For example: are motorists becoming more or less loyal 
to their local stations—and why? Do giveaways attraet 


them? How about trading stamps? What influence do 


“free” seryices have? How papular are credit eards and 
charge accounts? What about regular, premium and 
super premium grades? How do women influence buy: 
ing decisions? 

These are just a handful of the 100-odd questions coy- 
ered in this study of 4,507 motorists’ attitudes, practices 
and preferences towards gasoline, oil and TBA, 

Copies of this Summary Report are available from your 
Du Pont Petroleum Chemicals representative. His address 


is listed on the next page. he 











Why does Du Pont provide marketing services like 
this for the oil industry? 


You may remember the early 1920's, when the only thing that knocked louder than auto- 
’ / ’ 5D 

mobiles was the opportunity for someone to make a better fuel. 

In 1923, Du Pont helped answer this call with the commercial production of tetraethyl 
lead antiknock compound. 

Since then, we have accepted the 
responsibility of our common interest in the =. SALES OFFICES: 
growth of the oil industry—by helping to  @ E. I. DU PONT DE NEMOURS & CO. (INC.) 
improve the performance, lower the cost, and i wearer stig ipa 
broaden the markets for petroleum products. Pp 

This interest has been evidenced by many genie pled 

Dye . y . ‘ 8 So. Michigan Avenue 

new additives, research findings, technical, ie RAndolph 6-8630 
marketing and other services. The “Profile of HOUSTON 2 
the Motorist” survey is a case in point. Se = 705 Bank of Commerce Bldg. 

These developments are some of the CApitol 5-1151 
practical advantages you enjoy when you do LOS ANGELES 17 

: . r ql > ° rer S 
business with Du Pont. Your Du Pont eee 


5 7 MAdison 4-1354 
representative has the details. 
NEW YORK 20 
45 Rockefeller Plaza 
212-CO 5-2342 


PHILADELPHIA 2 

3 Penn Center Plaza 
LOcust 8-3531 
PITTSBURGH 22 

1 Gateway Center 
ATlantic 1-2933 
SAN FRANCISCO 4 
111 Sutter St. 
EXbrook 2-1934 








SEATTLE 3 

4003 Aurora Avenue North 
MElrose 2-6977 

TULSA 19 

1811 So. Baltimore Avenue 
LUther 3-8581 

IN CANADA 

—Du Pont of Canada Limited 


Lead Antiknock Compounds 
and other Petroleum Additives 


Petroleum Chemicals 
85 Eglinton Ave. East 
Toronto 12, Ontario... HUdson 1-6461 


IN OTHER COUNTRIES 
—Organic Chemicals Department 


Petroleum Chemicals Division—Export 
bi Wilmington 98, Del. ... PRospect 4-5009 


Better Things for Better Living...through Chemistry 
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For Extra Headlamp Profits: 














eta 








While cleaning headlights is a perfect time to check for 
cracked and broken lenses. A quick look.can add extra 
headlamp profit to your regular gas and oil sales. At the 
same time have the driver switch on his lights to spot 
burnouts. Always replace burnouts in pairs, because 
when one headlamp goes, chances are its mate has just 
about had it, too. 

Insure these extra profits with Tung-Sol Dual Vision- 
Aid Headlamps — initial equipment choice of leading 
car manufacturers. Dual Vision-Aid Headlamps provide 


Check for Broken Lenses, Burnouts 





the kind of illumination your customers should have: 
sharper, more accurate low beams directed down the 
right side of the road, away from oncoming traffic... 
distance-devouring high beams that provide greater 
visibility and safety on the open highway ... and long, 
reliable service. 

Insure your service work and your profits. Tell your 
supplier to make ’em Dual Vision-Aid Headlamps. Auto- 
motive Products Division, Tung-Sol Electric Inc., New- 
ark 4, New Jersey. 








‘s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS =: 
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MINIATURE LAMPS 


FLASHERS 
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Warner Lewis 
Separator / Filters 


Your Silent 
Servant of Safety 


WARNER 
LEWIS 
OMPANY 


5 © TULSA, OKLAHOMA 


BOX 30 


CHECK JET FUEL 3 TIMES FOR SAFETY 


Jet fuel picks up dirt, water, rust, scale and other contaminants in 
pipelines, storage tanks and feeder piping. To reduce jet engine mainte- 
nance and costly down time due to contaminated fuel, Warner Lewis 
2-stage Separator/Filters REMOVE essentially all solid contaminant as 
well as 100% free or entrained water. Warner Lewis Separator/ Filters 
are designed to customer specifications for the 3 basic fuel handling 
points serving airports: 1) storage facilities, 2) loading racks 3) refuelers 
and hydrant carts. Safety is of major importance to your company. Save 
hours of costly maintenance and protect your jets by fueling through 
Warner Lewis 2-stage water Separators/ Filters. 


Write, wire or call: 
AFAR Febir Fr meh TUE fa fa | . Ki VW 
vt : * A - Es uv :s ‘fF ; Vi D A al { 


DIVISION OF CORPORATION 
BOX 3096 / WEbster 9-6386 / TULSA, OKLAHOMA 
IN CANADA: FRAM CANADA LTD., STRATFORD, ONT. 


NATIONAL PETROLEUM NEWS * September, 1961 





Fuel Oil 


How NOFI Plans to Train You 


Heating-oil men from top management on down figure to benefit 
from a new, seven-point general education program 


ATIONAL O1L FUEL INSTITUTE is working on 
N a seven-point general educational program 
to upgrade all segments of the industry, from top 
management on down. NOFI plans to have the 
program in action within the next five years. 

A stepped-up educational program was originally 
pledged by Glenn F. Werly, NOFI president, at 
Oii-Heat Institute’s final meeting last April. (NPN 
—June p114). Charles H. Burkhardt, NOFI vice 
president and managing director of the marketing- 
distribution division, recently outlined the over-all 
project to jobbers at the Iowa Independent Oil 
Jobbers Assn. meeting. 


What NOFI’s Plans Include 
Details of NOFI’s seven-point program are: 


e@ Management training through a series of in- 
stitutes, perhaps as many as 15 at one time, at 
accredited colleges and universities. Separate pro- 
grams would be set up for proprietors- and owner- 
managers (credit, operations, fleet, service, per- 
sonnel, sales managers), and employed operational 
and divisional heads (accounting and bookkeeping 
supervisors). The lower-echelon personnel (dis- 
patchers, order clerks, telephone operators) will 
get instructions in communications techniques at 
the institutes. 

Instructors for top management will come from 
other industries of the same size and scope. “In 
this way,” says Burkhardt, “the experiences of 
successful executives outside our industry can be 
an effective education for our people.” The main 
point of the top-management institute would be 
to further thinking and planning for a future com- 
petitive approach to business. 

e@ Technical training along much the same lines 
as now (service, installations, design of systems, 
heat-loss calculation) but with one big difference. 
Courses will be standardized to upgrade all in- 
struction, by NOFI approval of the schools’ cur- 
ricula. 

Technical training will be expanded, with courses 
organized in 15 to 20 new local or state institu- 
tions. There will be special schools for service and 
installation men in areas too far from established 
technical institutes. 

All these courses will be set up for beginners 
and advanced men, Burkhardt says. 

Where fair-sized classes can’t be recruited, NOFI 
is thinking about a mobile school in a trailer to visit 
the hinterlands. A full-time teacher would be as- 
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signed to the trailer classroom to instruct service 
and installation men. 


Way down the road, as part of the technical 
training program, Burkhardt sees a NOFI oil- 
heat institute in its own building. Here special 
courses would be given for technicians and man- 
agement, with all courses providing technical, 
vocational, or college credits. 

e@ Expanded commercial-industrial courses, 
carrying out a program successfully started by the 
old Springfield (Mass.) Oil-Heat Institute Trade 
School. New courses would be given by existing 
schools, either on a vocational high-school level 
or technical-institute level. 

e Career training for marketing and manage- 
ment personnel set up in at least 14 colleges and 
universities. This would be a two-year program in 
fuel-oil and oil-heat equipment marketing with 
courses open to high-school graduates. Students 
who finish courses would receive associate degrees 
in oil-heating equipment or management. 

e A sales and market training institute to (1) 
train and develop existing salesmen to orient them 
in competitive selling; (2) train salesmen in the 
technique of selling, including the approach and 
development of sales techniques outside of the 
technical aspects of the sale; (3) train green re- 
cruits to become effective salesmen and thus build 
up a body of new, effective oil-heat salesmen; (4) 
train sales managers to develop local markets or 
areas for their companies; and (6) train sales man- 
agers or potential sales managers in the administra- 
tion of sales departments, the development of sales- 
men, and in the general sales-management pro- 
cedures. 

e Guidance-counselor program, a series of one- 
day conferences at universities in oil-heat markets 
to acquaint them with industry opportunities open 
to young men. “Most high-school guidance coun- 
selors don’t have the proper picture of the op- 
portunities in our industry,” Burkhardt contends. 
Guidance counselors from vocation schools would 
be briefed on the long-term opportunities for 
service and installation mechanics. 

e Library of accredited published material, with 
NOFI undertaking preparation of text manuals, 
pamphlets, up-to-date courses, course-outline syl- 
labi, even the possibility of correspondence courses 
covering the most popular portions of the over-all 
general educational program. NOFI would also 
develop brochures selling the oil-heat industry to 
young men as a career. * 





Fuel Oil 


New: Dual-Job Water Heater 


With one piece of equipment, jobbers can offer home owners and 
builders hot-water heat and hot-water supply at about the same 
cost as a conventional water heater. Here's how 


HOMES AND SMALL commercial 
establishments can now get two kinds 
of hot water for virtually the price of 
one. 

A new oil-powered hot-water unit 
supplies oceans of hot water for a 
heating system and for domestic use 
at low installation cost, low fuel cost, 
and low maintenance cost. Instead of 
using two oil burners to do the job 
—one for heating and one for other 
hot water—it uses just one. 


The two-in-one unit—which is ideal 
for service stations—is the Lancer 
Mark II Oil-Powered Hot-Water Heat- 
er. It’s made by R. D. Spickler Co. 
of Mamaroneck, N. Y. 

The unit has been displayed at 
Connecticut Petroleum Assn.’s con- 
vention-trade show and at Oil Heat 
Institute of New England’s oil-heat- 
equipment exposition. Jobbers at the 
shows displayed considerable interest 
in the unit. They feel its economy 





Cabinet 





insulation 
Flu-way 
Stee! tank 
Stone lining 


Steel head 





Copper lining 





Ceramic felt 


Combustion chamber 


Two-for-one hot-water heater costs less than conventional heater, saves homeowner 


——— 











or builder money on installation, fuel, and maintenance 


NATIONAL 


factor gives them a good sales pitch. 
And they say no other fuel can do 
what oil does in these units that pro- 
duce both heat and hot water. 


How It Saves Money 


Jobbers can tell their accounts, 
prospective homeowners, and builders 
that with this unit they'll save money 
because of the following factors: 

Lower first-cost of equipment. The 
dual-purpose unit can be about 70% 
cheaper than the combined cost of a 
separate boiler-burner unit and a sep- 
arate oil-powered water heater; it can 
be 30% cheaper than (1) an oil-fired 
boiler-burner with a hot-water coil or 
(2) an oil-fired boiler-burner unit with 
a gas-fired water heater. 

Lower installation cost. There is 
about 25%-30% less work involved 
in installing one of these two-in-one 
units than in putting in a separate 
boiler-burner and a separate water 
heater. 

Lower fuel costs. Jobbers in one 
market say tests show a 25% fuel 
saving over separate boiler-burners 
and water heaters. 

Lower maintenance costs. There’s 
only one motor, one pump, one noz- 
zle, one set of controls, and one com- 
bustion chamber, which is made of 
ceramic felt to give longer life than 
conventional combustion-chamber ma- 
terials. Even if the combustion cham- 
ber needs replacing, it can be done 
quickly and easily. 

Additional construction features in- 
clude stone lining and copper-lined 
steel top and bottom. 


Manufacturer’s Guarantee 

There’s a 15-year guarantee on each 
unit (5S years on an unconditional basis 
and 10 years on a pro-rata basis). 
This compares with a five-year guar- 
antee on most types of heating equip- 
ment and a 10-year pro-rata guaran- 
tee on most types of water heaters. 
And the manufacturer is willing to go 
to a 20-year guarantee if a builder 
puts the units in more than 100 homes 
in any development. What’s more, the 
15-year guarantee covers commercial 
use. 

Three 40-gal. units and two 60-gal. 
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units are available. Firing rates for the 
40-gal. tanks are 1 gph, 1.25 gph, and 
1.5 gph. Recovery rates are 128 gph, 
158 gph, and 180 gph, respectively, 
on a 100 deg, temperature rise. 

Firing rates on 60-gal. units are 
1.5 gph and 2 gph. Recovery rates are 
200 gph and 246 gph, respectively, 
on a 100 deg. temperature rise. 

They’re big enough to handle radi- 
ation areas ranging from 650 sq. ft. 
to 1,200-1,400 sq. ft. “That’s big 
enough to heat an eight-room house,” 
says the manufacturer “and it’s some- 
thing gas can’t do. The most we can 
get from a gas unit, in addition to 
hot-water supply, is enough hot-water 
radiation to heat about two rooms.” 

Net prices to jobbers range from 
just under $200 for the 1-gph model 
to almost $250 for the 2-gph unit. 


How to Use the Units 


Any model can be used in any of 
these three ways: 

e As a unit to heat water that can 
be used for heating or as hot water. 
House heat comes directly from the 
water-supply tank and is carried to 
convectors, baseboard radiators, or a 
radiant-heat system. All heating-system 
pipes must be copper so the hot water 
will not be contaminated by rust. This 
method requires additional expendi- 
ture for a bronze-body water-circulat- 
ing pump. ($50 net to jobbers). 

Jobbers in Baltimore say this type 
of installation has showed a 25% fuel 
saving over a conventional installation. 

This is the type that’s 70% cheap- 
er than separate boiler-burner and 
separate water heater, and 30% cheap- 
er than (1) a boiler-burner with a 
hot-water coil or (2) a boiler-burner 
unit and a gas-fired water heater. 

e As a hot-water supply source 
that heats water for home heat on a 
separate system. Here, a copper-finned 
tube (extra cost: $50) is inserted in 
the hot-water supply tank to provide 
enough hot water to heat as much as 
800 sq. ft. of radiation. A  water- 
circulating pump is needed, but it 
doesn’t have to be bronze, and piping 
for hot-water heat can be cast iron. 

This system can be 60% lower in 
first cost than an oil-fired boiler and 
a separate oil-powered hot-water heat- 
er and 20-25% cheaper than (1) an 
oil-fired boiler with hot-water coil or 
(2) an oil-fired boiler and a gas-fired 
water heater. 

e As a source of hot water for 
heating use only. The only change 
that has to be made in the unit is 
installation of a modified ceramic- 
felt combustion chamber. This instal- 
lation, says the maker, puts oil-fired 
hot-water heat in the same price class 
as warm-air heat of any type. 


How to Upgrade Space Heating 


A blower in the ceiling over unit moves warm 


air through ducts to as many as four rooms 


YOU CAN NOW convert any oil 
space-heating system to central heat- 
ing at low cost—and upgrade oil-heat 
installations in a market of 8-million 
year-round and _ vacation homes. 
Rooms inclined to be chilly because 
of indirect heating can now be warm 
and comfortable. 

All it takes to make the conversion 
is a squirrel-cage fan, encased in a 
metal housing that fits between beams 
in the ceiling, and some ducts, el- 
bows, and heat diffusers. 

As many as four ducts can come 
off the fan housing, letting you ex- 
tend the heating system to as many 
rooms. And since most space heaters 
are generally located in the living 
room, the fan device makes it possible 
to extend heat to bedroom, bathroom, 
kitchen or dining room. 

It Works this Way—The fan sucks 
up the heated air near the ceiling over 
the space heater and pushes it through 
the added ducts into the rooms you 
want to heat. The fan-duct system 
works with either the circulating, 
floor-mounted, or wall-mounted type 
of space heater. 

A ¥%-hp motor turns the fan at 
about 1,725 rpm, enough to move at 
least 480 cu. ft. of air per min. 
through a 28-ft. duct run. 

The fan-duct heating-system con- 
verter is a product of Home Com- 
fort Products Div., Lau Blower Co., 
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Dayton, Ohio, and is being handled 
by many local oil-heat equipment 
supply houses. 

Here’s The Cost—The heat mover 
—that’s Lau’s name for the fan—is 
sold to equipment supply houses for 
about $35; oil jobbers would have to 
pay a bit more. 

While Lau supplies only the fan and 
its housing, some of the supply houses 
handling the unit are offering a com- 
plete package to oil-heat jobbers that 
includes (1) the fan; (2) 75 ft. of 
6-in. diameter duct; (3) four 6-in. 
90-degree elbows for the end of duct 
runs; (4) four 8-in. heat diffusers, one 
for each duct run, that attach to the 
open end of the elbows; (5) a 10-in. 
heat-intake diffuser that attaches to the 
fan housing; (6) 150 ft. of 1-in. in- 
sulation for ducts; and (7) extra wire, 
tape and screws. 

They’re pricing the complete kit at 
$87.50. A few supply houses are of- 
fering to make the entire installation 
with electric wiring extra, for $164.60. 

Can Be Automatic—While many 
kits allow only for manual operation 
of the fan, it can be wired for auto- 
matic control. Doing just that is Caro- 
lina Heating & Appliance Co. of 
Charlotte, N. C. It uses a 90° “on”- 
80° “off” switch on the fan. When 
heat under the ceiling hits 90°, the 
fan turns on to run until the heat at 
ceiling height goes down to 80°. 
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Gas Heat Calculates lts Growth 


Gas utilities foresee 
3.5-million new home- 
heat accounts by 1963, 
mostly in new houses 


A CLEAR PICTURE of natural gas’s 
plans for expanding its share of the 
competitive home-heating market ap- 
pears in a new survey by American 
Gas Assn. 

Boiled down, the report from nearly 
400 utilities shows that gas will add 
more than 3.5-million new heating 
accounts in the current three-year 
(1961 through 1963) period. Of this, 
2,370,000 accounts (66%) will be in 
new homes and 1,180,000 accounts 
(34%) will be in homes using other 
fuels. It’s a safe bet that many of these 
homes now heat with oil. 

A breakdown of the gas report 
shows: 

e More than 1,210,000 new ac- 
counts this year, with 62.6% in new 
homes and 37.4% in existing homes. 

e More than 1,180,000 new ac- 
counts next year, with 67.3% in new 
homes and 32.7% in existing homes. 

e More than 1,160,000 new ac- 
counts in 1963, with 70.3% in new 
homes and 29.7% in existing homes. 

Oil men everywhere will feel the 
pinch as gas grabs most of the new 
homes. But jobbers in 17 states where 
gas expects most of its growth to come 
from conversions will be under heavi- 
est pressure. This most-critical area 
includes Connecticut, Massachusetts, 
Rhode Island, New York, South Caro- 
lina, Oregon, and Washington. 

Jobbers in Michigan, North Da- 
kota, Minnesota, and Indiana will find 
gas growing mainly from conversions 
this year and next. And oil men in 
the District of Columbia, Wisconsin, 
Idaho, Illinois, and Missouri will be 
under pressure this year. 

And it can be just as critical for 
jobbers in other states. Gas isn’t over- 
looking any conversion market. 

If gas conversions plans are on 
target, and assuming all conversions 
are from oil, the oil industry can 
expect to lose about 637-million gal. 
this year, an additional 540-million 
gal. next year; and yet another 484- 
-nillion in 1963. The cumulative loss 
to conversions to gas could be close 
to 3.5-billion gal. for the three-year 
period. 
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Here’s the Gas-Growth Picture, State by State 


(in thousands of homes) 
1961 new users 1962 new users 
EE eee a aon — - — | eds 
new old new old Fnew , ! old 
area and state homes homes homes homes homes homes 


1963 new users 


A 





New England 13 26 13 27 15 27 
Connecticut 4 5 


17 rd 17 17 
New Hampshire 1 1 
Rhode Island 1 4 
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Pennsylvania........ 
East North Central... . 


North Dakota....... 
South Dakota. . 


South Atlantic... .. 
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North Carolina 
South Carolina 
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West Virginia 
East South Central. ... 
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Mississippi 
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*Denotes fewer than 500 accounts. 
Maine and Vermont are not on the list. AGA expects fewer than 500 accounts each year from 
Maine; no accounts from Vermont because it has no gas-supply lines. 
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all purpose metal 
vray carrying case 


TORCH KIT 
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$9.95 VALUE! TX-25 Kit complete with: Ali brass fittings « 
Propane cylinder e Pencil burner head « Utility burner head 
¢ Soldering head « Flame spreader e« Flint sparklighter « 
Metal carrying case (Replacement parts available everywhere). 


GET THIS BERNZ-0-MATIC TORCH KIT FOR ONLY $489 
WHEN YOU BUY ANY 12 WESTINGHOUSE SAFE-T-BEAM°HEADLAMPS 





HERE’S HOW TO ORDER: 
12 Westinghouse 6006, 6012 
or 6013 Headlamps and 
Torch Kit—$24.76* 


12 Westinghouse 4001 or 4002 
Headlamps and Torch Kit— 
$22.24* 


LIMITED TIME OFFER! 


Don't delay—order today from 
your nearest Westinghouse 
Lamp Division Sales Office or 
your Westinghouse headlamp 





supplier. (*Sugg. Dealer Cost) 


Now—while you make money with high-profit Westing- 
house Safe-T-Beam headlamps... you can save money 
on a terrific Bernz-O-Matic Torch Kit. Worth $9.95, it’s 
yours for only $4.60 during the Westinghouse Safe-T- 
Beam headlamp offer. You'll use it for dozens of jobs 
around the home or at the shop—paint removal, 
sweating copper tubing, tile setting, soldering. Get 
yours today! You can be sure...if it’s Westinghouse. 


Westinghouse 


Westinghouse Lamp Division, westingnouse ciectric Corporation. Bloomfield 2.1.1 
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Fuel Oil 


A Jobber Tells About Prices 


Oil-gas costs show 
oil accounts what a 
buy they're getting 


FED UP with “gas-heat-is-cheaper” 
propaganda, W. R. Marran’s Sons 
Inc., Patchogue, L. [., heating-oil 
jobber, is fighting back in a way it’s 
2,500 oil accounts can’t miss or fail to 
understand. 

The oil-heat economy story is print- 
ed on both sides of an extra page 
added to Marran’s meter-ticket deliv- 
ery slip, right next to the ticket its oil 
accounts rec@ive. 

On one side of the page (see pic- 
ture), Marran’s compares the costs of 
oil and gas. Basing gas cost on the 
rates of a local utility, the step-rate 
quantities are changed into Btu’s, then 
related to gas costs on a cents-per-gal. 
basis. Other pertinent information is 


added to convince oil users they’re 
getting a good buy. 

The other side of the page com- 
pares, on a monthly basis, oil-gas fuel 
costs for a house using 1,600 gal. of 
oil a year for heat and hot water, and 
then shows oil heat saves at least $150 
a year over gas. 

Gas heat isn’t much of a threat to 
Marran’s, says W. R. Marran. “We 
lose about an account a year to gas, 
but I didn’t want gas heat to brain- 
wash all my accounts with their 
‘cheaper’ story. So I tried to figure 
out a way to tell my accounts the 
truth, and came up with this.” 

Marran learned something else 
from his study. “What surprised us,” 
he says, “is the cost of the gas pilot in 
the no-heat season. Gas claims free 
service, but if you have to pay for it 
by way of the pilot light, the ‘free 
service’ costs a lot of money.” 





YOU HAVE JUST 
MADE AN 
EXCELLENT BUY 


Think of a less fortunate neighbor who may be TIED to 
gas heat. 





Upgrading his equipment to oil would cost him several 
hundreds of dollars which he may not be able to afford. 


For the SAME AMOUNT OF HEAT as you are getting 
with oil, he is buying gas heat at the following equivalcn: 
prices: 





$1.05 PER GALLON for the first GALLON 
$ 58 PER GALLON for the nex! 5 GALS. 
$ .36 PER GALLON for the next 4 GALS. 
$ 31 PER GALLON for the next 8 GALS. 
$ .26 PER GALLON for the next 20 GALS. 
Every month he has to start all over again at the $1.05 


rate! 


After spending all this he reaches the minimum rate 
equivalent to OIL AT 20¢ PER GAL. 


EVEN WHEN NO HEAT IS REQUIRED 
THE PILOT LIGHT COSTS—$4.00 PER 
MONTH. 





Meter-ticket slip pushes oil heat 





oil business is set for the winter: 


USE THIS NPN CHECKLIST to make sure your fuel- 


Storage Plant 


Is Your Fuel-Oil Operation Ready for Winter? 


( Snow-removal plans set up 
(0 Preheaters for engines in working order 


Trucks 





(] Extra trucks ready for emergency service 

[] Winter oil in crankcase 

[] Antifreeze in cooling system, if necessary 
() Skid chains and shovels on hand 

[j Sand, gravel, salt on truck; sanders working 
() Tools for loosening frozen fillpipes on hand 
[] Leaky valves and couplings eliminated 


Personnel 


(0 Dispatcher and all drivers up on new roads in area 

(7 Drivers know location of new pick-up or relay 
points 
Plans made to get 5-day weather forecast on 
degree-day basis daily 
Program set up for weekend and holiday standby 
delivery and burner service 
Extra men lined up for emergency work 
Uniform rental or purchase completed 
All hands understand details of any new credit or 
sales policy, incentive or bonus payment plan, 
profit-sharing, retirement pay, or hospital and 
medical-insurance plans 

[] Program of weekly or monthly meetings set up 
for drivers, burner men 

() Burner men instructed on how to clean up after 
repair job 
Burner men carrying proper inventory in trucks 
Plans made to send burner men to local oil-burner 
service school 
Office records indicate correct location of fill 
pipes; information carried on meter ticket for 
drivers’ benefit 


(0 Sand, gravel, or salt ready for loading rack to 
prevent accidents 

(0 Fuel-oil filters, if used, in working order 

(0 Everything tight; no leaks anywhere 

() Grounding equipment (if required) in working order 

(J Communication link between office and rack in 
working condition 

(0 Extra light bulbs on hand to replace burned-out 
units at rack or in yard 


Accounts 


(0 They know all about your new credit policy 

(0 They’ve had your new billing policy explained 

(0 They have handy burner check chart 

(] Their burners have been checked, adjusted, cleaned 

(] They’ve been asked to clear deep snow from fill 
pipes 

(0 They know where to reach you in emergency 

(] You’ve given their tanks anticorrosion treatment 

(J You’ve ordered new calendars for them 

( You have letters on hand for slow-paying accounts 


Management 


(0 Dates noted for coming jobber-association or local 
oil-men’s meetings 

(0 Plans set up for sales contests 

(] All advertising plans completed for balance of 
season 

(0 All new ideas of services fully explained to em- 
ployees and accounts 

(J Plans made to have burner men take certification 
tests 

(1) What's competition doing that is new? 
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Fuel oil before (at left) and after 
electric precipitation in PETRECO 
De-hazer. 


Bulk plant and terminal operators can rely on the 
compact, practical Petreco* Electric De-hazer to 
remove water, solids, and residual caustic (or acid) 
from home heating fuels—even those containing 
dispersant additives—immediately prior to loading. 
The result? Furnace oil is clear, bright, haze-free, 
saleable... without long, costly periods of storage 
for settling. 

The Petreco De-hazer operates quietly and auto- 
matically, at ambient temperatures, as simply as a 
fuel transfer pump. There is no filtering involved 


* Trademark of Petrolite Corporation. 


OIrVvIiSsSItion 
3202 South Wayside Drive (P.O. Box 2546), Houston 1, Texas 
1390 East Burnett Street (P.O. Box 7216), Long Beach 7, California 
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A PETRECO ELECTRIC DE-HAZER IN YOUR BULK PLANT 
MAKES FURNACE OIL CLEAR, BRIGHT AND SALEABLE 


. no elements to change or back-wash. It has no 
moving parts, requires no steam, and can handle a 
wide percentage range of water in fuel. Utilizing 
the Petreco electric precipitation principle widely 
accepted by the petroleum industry, this dependable, 
economical unit can be custom-designed to fit very 
small areas. 

For complete details and data on the surprisingly 
low cost of installation and operation, write or 


phone... 


SUBSIDIARY AND AFFILIATED COMPANIES 
CANADA, Edmonton, Alberta « ENGLAND, London 
GERMANY, Frankfurt, a. M. « VENEZUELA, Caracas 


REPRESENTATIVES 


ARGENTINA, Buenos Aires + BRAZIL, Rio de Janeiro + COLOMBIA, Bogota 
ITALY, Rome « JAPAN, Tokyo + KUWAIT, Kuwait « MEXICO, Mexico, D. F. 


NETHERLANDS, The Hague «+ TRINIDAD, Port of Spain 





i 
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Fuel Oil 
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| Memos for Fuel-Oil Men. . . 





> Inflatable coat hangers are one of 
many gifts that branded Solar Heat 
jobbers and dealers can present to 
accounts or prospects. They are 
part of the package that makes up 
Gulf’s direct-mail program for Solar 
Heat promotion. This year’s kit 
goes in heavily for card-type mail 
pieces instead of the more formal- 
looking letters. 


> Oil-Heat Institute of New Eng- 
land’s annual burner-service schools 
start Sept. 11 with classes in Wor- 
cester, Mass. On succeeding days of 
that week classes will be held in 
Keene, N. H.; Manchester, N. H.; 
Augusta, Me.; and Portsmouth, 
N. H. Classes will be held in these 
cities the same day of each suc- 
ceeding week for a 10-week period. 


> American Gas Assn. will sponsor 
eight one-hour live television 
shows starting in the fall. The 
shows present dramatizations of 
well-known films. 


Pennsylvania Oil Heat Council's 
chapters in the Allentown area plan 
to hire a midget to take the role 
of “Little Bill” at their oil-heat 
equipment exhibit at the annual 
Allentown Fair Sept. 17-Sept. 23. 
“Little Bill” is OHC’s emblem for 
the economy of oil heat. 


PAfter being caught unprepared 
when snow buried oil-tank fillpipes, 
many a heating-oil jobber is work- 
ing out a system to code the loca- 
tion of fillpipes on Addressograph 
plates used in stamping delivery 
tickets. A simple code gives a let- 
ter to each corner of the house and 
uses numbers to show the number of 
feet the fillpipe is from that corner 
and from the house. Thus, B 10 4 
would indicate the pipe is 10 ft 
from B corner and 4 ft. from the 
house. 


>If an oil-powered fuel cell is de- 
veloped, Oil Heat Council of West- 
ern Massachusetts says, a home 
using 5,000 kw of electricity a year 
‘would need 150 gal. of No. 2 oil to 
supply a similar amount of heat. 
The homeowner would pay $22.50 
(at 15¢ a gal.) for this electric 
power from a fuel cell, whereas he 
pays the utility $150 for it now. 


P Operators Heat, heating-oil job- 
ber in Baltimore, Md., hangs spare 
fuel pumps in its parts shop to save 
space—for quick identification of 
the proper unit, and for neatness. 


This Month's Features for Fuel-Oil Men 


Oil-company profits rise 15% 
How NOFI plans to train you 
Now: A dual-job water heater 
How to upgrade space heating 


Natural gas outlines its expansion plans 


How a jobber tells about comparative prices 


Memos for fuel-oil men 
Here’s a new oil-truck idea 


1961 jobber survey turns big, new trends 


The outlook for light heating oils 


Are fuel-oil prices riding for a hard fall? ....................0055 200 


NOFI president Werly visits jobbers 
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NOW THERE IS 





ONE NEW NAME 
ONE NEW SYMBOL 
ONE EASY WAY 








TO ORDER, STOCK AND SELL 
AUTOMOTIVE PARTS 





Transmission 


simply say Delco 


Simply say Delco ... and you've said it all! A new 

name for well-known automotive replacement parts 

manufactured by many General Motors Divisions 

... anew look for the Divisions themselves ... anew 

identification—"‘United Delco,” for United Motors 

Delco Service, the organization which distributes the parts 
. and a new symbol—the Circle of Precision, to 

replace the familiar U-M-S oval. They all mean Delco, 

and Delco means more efficient, more convenient, 

more profitable business for you! [J This new look 

extends all down the line, including the packaging 

Harrison | ... brilliant and color-keyed to simplify your displays, 
sales, inventory and supply. Everything in the new 

program takes full advantage of the famous Delco 

name ...a name that consumers know and trust, 

and associate with quality and dependable service. 

@ All you dois simply say Delco and you have a com- 

plete line of consumer and trade-accepted parts for 

tune-up and light repair. Then watch the money roll in! 





Delco- Remy / electrical system parts 
Delco Batteries 


Delco Rochester / carburetors, repair kits and 
chemicals 


Delco Packard / wire and cable 

Delco Products / shock absorbers 

Delco Harrison / thermostats 

Delco Hyatt / bearings 

Delco New Departure / bearings 
Delco Guide / automotive lamps and lamp parts 


Delco Moraine / brake fluid and brake parts 


Delco Appliance / windshield wiper systems, 
heater, defroster and 
accessory motors 








FREE SERVICE TRAINING . .. thirty schools, part of the GM 
Training Center Program across the country, where your cus- 
tomers and their employees receive practical, scientific schooling 
in automotive maintenance and repair. These schools feature 
modern classrooms and equipment, small class enrollment with 
individual attention, free tuition and training materials. Courses 
cover: Tune-up e Light mechanical repair e« Delco-Remy 
Electrical Equipment e« Delco Rochester Carburetors e Hydra- 


Matic transmissions. Ask your United Motors representative. 


LATEST CATALOG AND SERVICE INFORMATION...catalogs 
designed specifically for use by your dealers, countermen and 
salesmen. Well illustrated and indexed, these United Delco 
catalogs save time and trouble. Fast moving parts in all United 
Delco lines are separately cataloged for quick reference by your 
customers. To further assist your dealers, latest service infor- 
mation is available in condensed bulletins and in the Delco TBA 


Service Manual which provides complete service information for 
tune-up and light repair on all popular cars. 








DELCO... 


ORICINAL EQUIPMENT LINE 








POWER RATED 


FAMOUS LINES . .. made even more famous by association 
with Delco. A recent survey of car owners revealed overwhelming 
consumer acceptance of the Delco name. With no prompting, 
73% of car owners said Delco is the top name in automotive 
parts. Delco was first in batteries with 87%, first in shock 
absorbers with 67%, first in starting and ignition parts with 76%, 
first in brake parts, carburetors, cable, thermostats, always 
among the top five in almost any part you can name. It's easy to 
see the selling power of the complete Delco parts line. 


EFFECTIVE ADVERTISING SUPPORT... you get excellent 
advertising support from every major advertising medium when 
you carry the Delco lines! Wherever you look or listen—network 
TV and radio, consumer and trade magazines, colorful outdoor 
boards, all pound home the Delco quality theme. Sales aids, 
point-of-sale material, special service tools, local advertising 
to support sales at the peak of your selling season ... all help 
you sell your customers and, in turn, help your customers sell 
the Delco lines you carry. 





United © 
Delco 


- TUNE-UP SERVICE 


REPAIR 


SM EINV EA 





WHOLESALERS, CAR DEALERS, SERVICE STATIONS, 
GARAGES ... EVERYBODY BENEFITS THROUGH 


United Delco 


Wherever there's a demand for quality parts and skilled service, Delco fills the demand—to full measure! That's 
why car owners favor the dealer who sells Delco... they believe in the name and the product that accompanies it. 
@ Consumer acceptance and preference for Delco helps your retailers sell the Delco lines you supply. Why 
not take advantage of this built-in sales appeal by carrying the complete Delco line? Join the national network 
of Delco wholesalers in this new, completely integrated marketing and merchandising program. Then 


watch business grow, bolstered by a continuing program of seasonal promotions that Delco sends your way. 


















































CASH IN ON TUNE-UP, LIGHT REPAIR AND 
SAFETY SERVICE WITH UNITED DELCO'S 


“Pattern for Profits” 


Since modern drivers demand safety and performance in 
their cars and are willing to pay for both, United Delco 
provides you and your customers with a sensible, scientific 
way to get your hands on those extra dollars. 

How? With Delco’s Tune-up Center and Light Repair 
Center. In combination, they form an efficient, well-balanced 
service operation that will attract more customers for 
everything your retail accounts sell. Start profiting now. 
Get the whole story from your United Motors representative. 


TUNE-UP CENTER .... the right inventory of fast- 
moving Delco ignition and carburetor parts, correctly 
balanced for turnover. Four cabinets available. Dealer cost 
about $90 to $600, including cabinet and parts inventory. 


LIGHT REPAIR CENTER ..... durable, compact. 
Features brake parts and fluid, shocks, bearings, stats— 
all Delco! Three models, dealer cost about $210 to $610, 
including cabinet and parts. 








"DELCO... 


TS 
ORIGINAL EQUIPMENT LINE 


POWER RATED 


ANNOUNCING THE GREATEST PROMOTION 
YOU'VE EVER HAD TO STOCK YOUR 
DEALERS WITH DELCO BATTERIES... 


12 FREE TRUCKS FOR 


Here it is! The Delco Battery ‘Pocket of Profits’’ promotion... 
12 free trucks and other prizes ... ladies’ diamond rings, stereo 
and hi-fi sets, color TV, Frigidaire automatic washers and dryers, 
movie cameras, electric shavers .. . all to show your customers 
how easy and profitable it is to sell Delco batteries! 


The big contest is for retailers to name the new Delco-tronic 
Battery Checker. With it, they can check battery voltage output 
while they check water and oil—in only five seconds! You sell this 
precision instrument at a special low price during the Promotion. 


336 PRIZES FOR YOUR SALESMEN 


For each winning entry in the retailers’ contest, the wholesaler 
salesman who validated the entry wins, too! Six $1,000 and six 
$500 U.S. Savings Bonds will be awarded, also hi-fi phonographs, 
movie cameras and projectors, wrist watches and many other prizes! 





PLUS SELLING AIDS 
DIAL A GET THE BATTERY 


Free to your customers when 
they enter the contest. Brand- 
new “DIAL-A-BATTERY,” a |f 
mechanical display that shows 
consumer which Delco he 
needs, also WINDOW BAN- 
NER advertising 5-second 
battery check. 





WITH TRANSISTORIZED 
| BY-) Cervere 
tronic 


BATTERY CHECKER 











Six New Chevy Trucks ... %-ton Fleetside pickups ... all grand 
prizes during the ‘Pocket of Profits’’ promotion! Six battery dealers 
will win them. Each truck is equipped for complete road service 
with such features as: 4-speed transmission, 3,000-/b. rear springs, 
heater, directional signals, service lights, 4-ton wrecker with sling 
and other accessories. A profit-making addition for any service 
station, car dealership or garage. 


DELCO BATTERY DEALERS! 


HOW DEALERS ENTER Six New Corvair Trucks ... popular Rampside pickups . . . they're all 
THE “POCKET OF PROFITS" second prizes! With their curb side loading ramp, these trucks are just 
CONTEST the ticket for easy-on, easy-off delivery. Six battery dealers will win them 

(see official entry blank . . . all custom-equipped with 6-ply white wall tires, direct air heater, 

for complete rules) 2-speed wipers and windshield washers, wheel covers and two-tone paint. 


1. The United Motors wholesaler 
salesman gives a demonstration 
of the §-second Battery Checker. 


2. The dealer makes up a name for 
the checker which describes its 
convenience and business-build 
ing possibilities 


3. He writes the name on _ the 
official, pre-addressed, postpaid 
entry blank and mails it. 














™, 


ALL AROUND THE COUNTRY, YOU RECEIVE FASTER, 
MORE CONVENIENT, MORE PROFITABLE SERVICE WHEN YOU 


Wherever you are, you find that United Delco is nearby, ready to serve you in a hundred different ways. The 
organization is many things: convenient zone offices, well-stocked warehouses, service training centers for 


your customers and their employees... all strategically located across the country; and it is people... field 
men, service instructors and many others, all with one goal—to help you sell Delco. If increased profits and 
more satisfied customers are the words you live by... why not join the most progressive parts distribution 


team in the country? It's as easy as calling your United Motors representative. 


UNITED MOTORS SERVICE, Division of Genera! Motors 
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What's Stinting Gasoline Growth 


Lagging gains in gasoline demand are robbing your pocket. And the outlook 
isn't bright—yet. Here's the problem, and how you can help solve it. 


HERE'S SOUR NEWS from Detroit this month 

(see page 102). Next year’s cars will stress 
economy again. And that will hold back gasoline 
demand. 

This is a real problem for the oil industry. De- 
mand hasn’t grown significantly in the last three 
years. There are several reasons, but Detroit is a 
prime one. If auto engineers could raise average 
car mileage just one mile per gallon next year, 
U.S. gasoline consumption would drop 7% and 
oil-industry revenue 4%. 

Can demand be revived by telling people to drive 
more? Siiould the oil industry do the telling? Should 
it spend millions in the attempt? 

Some marketers think not, but many others feel 
it’s a must. Here’s their point: If the oil industry 
could persuade motorists to drive an average of 10 
more miles per week, gasoline consumption would 
gain as much as 6%. 

What does this mean to an individual oil mar- 
keter, on an annual basis? 

To one of your smaller dealers doing 200,000 
gal. a year, it means 12,000 more gallons—$600 
gross profit, on a 5¢ gal. margin. 

To a middle-sized jobber doing 2-million gal. a 
year, it means 120,000 more gallons—$3,600 gross 
profit, on a 3¢ gal. margin. 

To a major company doing 2-billion gal. a year, 
it means 120-million more gallons—$3.6-million 
gross profit on a 3¢ gal. margin. 

Your own company may be getting good volume 
increases every year. But chances are the over-all 
industry lag is still hurting you. Slow demand 
growth coupled with excess capacity equals over- 
supply. And that means dumping, discounting, dog- 
eat-dog price wars—and slim profits. 

This has helped make travel development a lively 
topic of industry conversation today. Ideas thrown 
into the pot have only simmered so far, but tomor- 
row the lid could blow off. 


“Sure, we all support a travel-development pro- 
gram,’ comments one marketer. “The real test will 
come when we’re asked to put our money where our 
mouth is.” 

Marketers may soon be asked to do just that. 

American Petroleum Institute is conducting a 
test ‘advertising program to determine whether mo- 
torists can be stimulated into making more use of 
their cars. Results are expected in November. Then, 
if the findings justify it, a nationwide campaign will 
be recommended and oil companies will be asked to 
share the expense. 


Cost of a national campaign is anyone’s guess 
now. It would depend on the extent to which avail- 
able media are employed, the time and space pur- 
chased in each, the frequency with which ads ap- 
pear, and such things, say, as the proportion of 
color ads to black-and-white ones in printed media. 

It would be fruitless to plan for such details 
without first determining whether there should be 
a national campaign. The first question is whether 
a travel development program is needed. 


Here’s the Need 


Non-essential driving—pleasure use and vacation 
travel—is seen as the big target for industry pro- 
motional efforts. Here’s why, as demonstrated in a 
recent study by John G. Winger, head of the Chase 
Manhattan Bank’s petroleum department. 

1. Any stimulus for expanding the total oil mar- 
ket must necessarily come from gasoline. 

2. There has been no growth in the demand for 
this key product in the last three years. 

3. While essential car use is on the increase, 
non-essential use is actually decreasing. 

“Clearly, then, there is a need to do whatever 
may be necessary to stimulate and expand the lat- 
ter,” says Winger. 

Yet while the automobile industry is boasting of 
its efforts to lower the gasoline consumption of 
cars, the oil industry has done relatively little to 
increase the use of automobiles, Winger says. 

Current efforts by individual oil companies are 
only a fraction of what economists believe will be 
necessary. They point out that oil marketers are 
competing not only with other oil marketers, but 
also with any other activity that may take a family’s 
time and money. So the industry’s promotional ef- 
forts must be directed at making pleasure driving 
more attractive than those other pursuits. 


Here’s the Potential 


Does the average motorist have untapped time 
and money to spend on the enjoyable use of his car? 

Most researchers believe he does. The API’s test 
advertising program seeks to measure that potential 
by comparing the results of its campaign in the 10 
test cities with a study of 10 control cities where no 
special promotion has been undertaken. 

But to determine potential, it’s also necessary to 
know something of existing motoring habits—and, 
in particular, of deterrents to driving that might be 
overcome. 
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—And What You Can Do About It 


Time. Backyard pools, barbe- 
cues, other modern suburban 
attractions compete for leisure 
hours. 


Money. Cost of food and ac- 
commodation on the road balks 
some drivers. 


Fear. Accidents, traffic jams, 
poor roads discourage non- 
essential driving. 


Inadequate facilities. Places 
and services often aren’t geared 
to needs of families with chil- 
dren. 


Increase people’s awareness of 
tourist attractions. Stress ease 
of access, educational and rec- 
reational advantages 


Promote short trips, sleep-at- 
home vacations 


Back safety education, road 
improvements, traffic - control 
programs and studies 


Make tourist industry more 
aware of profit potential in 
catering to family groups, as 
well as single travelers and 
couples 


Lack of time is the main reason motorists give 
for not driving more. And that means lack of time 
after devoting many leisure hours to competing 
interests. High among these is suburban living, with 
all that it entailsk—backyard swimming pools, bar- 
becues on the patio, and everything else that keeps 
the motorist from braving weekend traffic jams to 
drive for “pleasure.” 

Advocates believe this is a key reason for under- 
taking an industry-wide travel development pro- 
gram. 

They believe, too, that the oil industry should 
start now to compete for the extra time the motorist 
will have with the expected advent of the four-day 
work week. One estimate is that the average work 
week will be only 24 hours by 1980. 


An Ethyl Corp. study (NPN—July, p144) shows 
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that while few motorists try to limit mileage to re- 
duce car operating costs, other expenses such as 
food and lodging are the second most important 
reason why motorists do not make more trips. 

The American Automobile Assn. has also stud- 
ied this problem. It finds that two people can 
travel comfortably by car on $29 a day. That would 
be spent as follows: $10.50 (36%) for food; $9.50 
(33%) for lodging; $7 (24%) for gasoline; $2 
(7%) for tips and sundries. 

It follows, then, that anything the oil industry 
can do to persuade other segments of the tourist 
industry to bring down costs would be advantage- 
ous. On the surface, it appears ridiculous to sug- 
gest that other industry’s should lower prices for 
oil’s benefit. But there are strong reasons for 
believing that the benefits would be mutual. 
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(Begins on page 128) 

The American Hotel Assn., for example, reports 
that last year 35% of all hotel rooms in the U.S. 
remained vacant for the entire year. Hotels suf- 
fered a net loss of 2%. The association is working 
on plans to attract more guests. 


Motels have their troubles, too. Money that 10 
years ago would have built a comfortable 10-15 
room motel would today, in many cases, meet 
only a down payment. Construction costs, taxes, 
and operating expenses have doubled in a decade. 
One reason is the addition of such luxuries as 
wall-to-wall carpeting, television facilities, and 
swimming pools. It has been questioned, in view 
of the relatively short stay of the average motel 
guest, whether these luxuries do more than merely 
raise the price of accommodation. Motels are of- 
fering motorists more than ever before. But motor- 
ists’ chief complaint against them, as reflected in 
a survey of Automobile Assn. members, is the cost 
of accommodation. 


Cutting Costs Can Help 


Some marketers believe automobile use can be 
increased by showing motorists how to cut trip 
expenses. Camping, now enjoying an unprecedented 
boom, is suggested as a way of cutting accommoda- 
tion costs while offering a novel holiday. Promot- 
ing picnic spots is suggested as a means of showing 
motorists how to cut food costs. 

The new Interstate Highway System is regarded 
as holding out tremendous travel development po- 
tential. Traffic is already moving over 9,600 miles 
of this system; 4,690 miles are under construction; 
another 10,500 miles are at preliminary engineer- 
ing stages. The completed 41,000-mile system will 
link every U.S. city of more than 50,000 popula- 
tion and will enable a motorist to drive across the 
U.S. on non-stop highways. 

Traffic accidents are another deterrent to driving. 
Ethyl’s survey found that only 2% of drivers men- 
tioned fear of accidents as their reason for not 
driving more. But many marketers won’t dismiss 
that small percentage. “If you can cut that figure 
to 1%,” says one, “you would have a tremendous 
increase in gasoline demand.” 

Another neglected potential market is created 
by the overseas visitor. His budget is often limited 
and he is particularly susceptible to low-cost 
travel promotions. 

The API and Ethyl Corp., after study, believe 
motorists will use their cars more, given sufficient 
motivation. Both found that motorists were fre- 
quently the victims of conflicting interests, of simple 
inertia, or merely convinced they have “no place 
to go.” 

That’s why they think that by increasing the 
motorist’s knowledge of what he can do and where 
he can go in a car will lead to more driving—and 
greater demand for gasoline. 

Advertising is the most obvious method of 


motivation, and the API is testing that. But that’s 
not all it’s doing. 

James Bennett, API’s travel development co- 
ordinator, is working with state governors and 
their tourist bureaus to increase their tourist trade 
and—hopefully—the oil industry’s. 

The API was largely responsible for the ap- 
pearance of special automotive travel section’s in 
about two dozen Sunday newspapers last May. 

A road-map symposium was held in Chicago 
earlier this summer to discuss how maps might 
be used to boost travel. Another meeting is planned. 


The API also is maintaining contact with the 
National Safety Council in efforts to have alarming 
predictions of holiday accidents toned down, and 
actual statistics placed in proper perspective. It 
believes that careful drivers, not dangerous drivers, 
are scared off the road by the council’s predictions. 

The API is also hoping, through contact with 
haulage firms, unions, and other organizations, to 
reduce to a minimum the number of trucks on the 
road at peak pleasure-travel periods. 


It’s a slow and continuing program, but the API 
hopes eventually to contact every governmental 
and private organization that might have a stake 
in developing travel. 

Response so far has been encouraging, says 
API. For example, the American Hotel Assn. has 
proposed the formation of a National Tourist 
Council to coordinate the activities of the API, 
hotels, motels, airlines, shipping lines, restaurants. 

One API project is to get foreign carriers to 
offer inexpensive package trips to foreign tourists 
who may wish to visit the U.S. While air and ship- 
ping lines compete with the automobile for the 
American tourist’s dollar, Bennett believes they can 
be valuable allies in persuading foreign travellers 
to come here. 

He also hopes to encourage foreign governments 
to ease currency restrictions to make travel to the 
U.S. easier. 

Chase Manhattan Bank suggests the oil industry 
might set up and operate a nationwide hotel-motel 
reservation system and also make more informa- 
tion available on eating and lodging places. 

All these and many more ideas are being mulled 
over. Some companies are already promoting travel 
in their own way. But, as Chase Manhattan Bank 
puts it, a truly successful program must have the 
support of the entire industry. 


Here’s the Cost 


In dollars and cents, cost is still an unknown 
factor. It could be great—great enough to wreck 
current efforts. But Chase Manhattan Bank insists 
that no great increase in over-all industry promo- 
tion cost is necessary—only a shift of emphasis 
from brand promotion to gasoline-use promotion. 


(Continued on page 133) 
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Don’t accept a substitute. Demand the brand 
that’s *1 in quality, advertising, sales. 


“Prestone”, “Eveready” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY . Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N. Y. 
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Heating | 
Service Stations... 


This Lennox OS6 STOWAWAY ® furnace is tied in with a Lennox 
self-contained air conditioner to supply both heating and cool- 
ing to the office area as well as heating to the service area. 


How Lennox design avoids burn-outs... 


IN THE LENNOX DESIGN, there 
is no skimping in use of stainless steel. 
The entire primary heat exchanger (of 
stainless) acts as combustion cham- 
ber—eliminating need for a separate 
‘“‘buried”’ combustion chamber. Heats 
fast on starts; cools fast on shutdown 
because air flow is directly over it. 
This also prevents oil “baking” on 
and clogging the nozzle. 

IN ORDINARY DESIGN, skimpy 
‘ use of stainless steel (in combustion 
chamber only) results in overheating 


and burn-out because primary heat 
exchanger of mild steel prevents air 
flow from cooling small ‘‘buried’’ 
stainless section. 


Whether you are planning service 
station heating (oil or gas) for one 
location or hundreds, call your nearby 
Lennox office for complete informa- 
tion about Lennox heating and cool- 
ing equipment and service. Or, write 
Lennox Industries, Inc., 120 S. 12th 
Ave., Marshalltown, Iowa. 
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...with 


LENNOX 


Service 


The LENNOX 
National Accounts Team 
focuses all its heating and 
air conditioning know-how 
directly on your problem 


22 NATIONAL ACCOUNT SPECIALISTS 


OVER 200 FIELD ENGINEERS 


OVER 5,000 FACTORY-TRAINED 
LOCAL LENNOX DEALERS 


« 

Your Lennox National Account Specialist 
has the backing of an army of field engi- 
neers, service experts and factory-trained 
dealers. They work and train together with 
your satisfaction as the end result . . . to give 
you a permanent vacation from heating and 
air conditioning problems. This know-how 
team has the ready answer to your heating 
and air conditioning needs. 


Dont be satistied with less than 


LENNOX 


HEATS - COOLS + TREATS AND MOVES AIR 


date ee lee ED ee 


IN HOMES IN CHURCHES 


LENNOX Industries Inc., est. 1895 — Marshalltown, la.; Columbus, O.; Syracuse, 
N. Y.; Decatur, Ga.; Ft. Worth, Tex.; Salt Lake City, Utah; Los Angeles, Calif. 
LENNOX Industries (Canada) Ltd.—Toronto, Montreal, Calgary, Vancouver, Winnipeg. 


IN SCHOOLS IN BUSINESS IN INDUSTRY 
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(Begins on page 128) 

Present indications are that most marketers will 
support any API recommendation for a full-scale 
travel development program. But sharp differences 
are likely to arise over how to pay for such a 
program, or how to apportion the costs. Most 
marketers will want convincing evidence that any 
funds they contribute to an industry-wide program 
will be in direct proportion to the additional pro- 
fits they, as companies, can expect. Merely to 
expand the market is not enough, they believe, 
uniess they are guaranteed that their share of the 
new market will be at least as big as their share 
of the existing one. 

Smaller companies will want to be sure that 
they have the resources and opportunities to meet 
any increased demand they pay to create. After all, 
why build a bigger market for the benefit of com- 
petitors? 

Some marketers are skeptical about the value of 
an industry-wide program to be administered by 
such a body as the API, and in which companies 
would contribute funds in proportion to their cur- 
rent share of the market. 

One says he would support such a program only 
if his company were to provide him with addition- 
al funds for this purpose. “But if I have to choose 
between spending a million dollars of my own 
advertising and promotion budget on a common 
industry program, or spending it on building our 
own market in, say, North Carolina, | know where 
my money would go,” he says. 

Other marketers are similarly inclined. The fu- 
ture is not bright for any program in which com- 
panies are asked to contribute funds over which 
they do not have final control. 

Some marketers envisage a compromise in which 
there will be unanimity of purpose, agreement as 
to basic methods, but in which companies act 
individually when it comes to putting their cash on 
the line. 

This situation might change if significant finan- 
cial support were to be forthcoming from other 
industries that benefit from travel. 


Here’s the Outlook 

At this stage, it appears that companies will 
readily agree to more widespread and frequent 
use of a travel-development theme in their own 
advertising and promotion activities. It does not 
appear likely that they will agree to someone else 
using their money for this purpose. 

That they have already agreed to share the cost 
of a joint test advertising program is beside the 
point, observers point out. The cost of that—$443,- 
000—is comparatively small and the results will 
be useful to all in planning even individual com- 
pany programs in the future. 

Some marketers believe that might be the answer 
—industry-wide studies, the results to be used by 
individual companies at their discretion. we 





Compact modular pump-island units with gold-plated nozzles typify bold features of DX circular station in Tulsa 


After Eight Months: 





DX Circle Station: ‘A-OK’ — 


‘Circle of Service’ station at Tulsa has been successful, says DX. 


The company plans to have several more operating by year's end 


HAT BOLD NEW circular service station of DX 

5 prt Oil Co.’s—the one with the gold- 

plated pump nozzles and the pretty hostess—has 

checked out “A-OK” after eight months of opera- 
tion. 

That’s the word from DX management. There 

seem to be no second thoughts concerning the ex- 


Lighting plays vital part at 24-hour-a-day station 


perimental prototype opened in Tulsa last Decem- 
ber (NPN—Jan., p90). 

So pleased is DX management, in fact, that it 
has ordered several more “circulars” built around 
DX territory. These additional stations will be 
toned down some, eliminating the fancy trim of 
the Tulsa prototype. Some will be smaller. But all 
will follow the same basic design. 

N. B. Ingram, DX retail sales vice-president, 
says a few of these additional circulars will be in 
operation by year’s end. They'll be located ouside 
Oklahoma. Apparently, this is an attempt to spread 
the design concept throughout DX territory. 

DX continues to guard volume figures. Some 
competitors contend volume has been on the light 
side. But Ingram says this: 

@ Gasoline volume has “substantially exceeded” 
original forecasts. It has increased each month over 
the previous month. Premium sales in June ac- 
counted for 56% of the total sold. 

e TBA ratio has averaged $63 per 1,000 gal. 
of gasoline. 

e@ Motor-oil ratios have been “well above aver- 
age stations.” And revenue from motor tune-ups 
has been good, says Ingram. 

The station was originally conceived to explore 
modern-day customer appeal. The idea from the be- 
ginning has been to check “eye appeal,” as well as 
merchandising innovations. 

From the design viewpoint, Ingram says, DX is 
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highly pleased with the station. The circular layout, 
which puts the service bays away from the pump 
islands, has worked out very well, he reports. Even 
during heavy traffic periods, Ingram says, the station 
maintains a “spacious look.” 

The air-conditioned and TV-equipped customer 
lounge—located inside the circle in such a way that 
customers can watch cars being serviced in both the 
bays and on the driveways—has been especially at- 
tractive to women customers, reports Ingram. 

The hostess idea—which some DX people were 
originally dubious about—has worked out well 
enough that the station now has two girls alternating 
on shifts. One or the other is on duty from 8 a.m. 
to 9 p.m. each day. They greet customers, serve 
free coffee, help with telephone answering, mailing 
programs and salesroom merchandising. 

As a good-will-building effort, a rosebud vase 
with a fresh flower sas been sent to each new 
patient admitted to St. Francis Hospital, Tulsa, 
since the station was opened. While DX finds it 
difficult to measure the actual business results from 
this, it has received “hundreds” of letters. 

As part of the over-all merchandising program, 
station personnel have carried out extensive door- 
to-door solicitation programs since January. Each 
home in the station’s trade area has been covered. 
“Qualified” residents have received credit cards. 
A credit-card list is used for constant personal, 
telephone, and direct-mail sales solicitation. 

At the station, DX sees that salaried personnel 


Merchandising 





follow an exact routine on checking cars for all 
possible sales. When a vehicle is being lubricated, 
for instance, attendants go over it “from A to Z,” 
says Ingram. The check includes tail-lights and 
windshield wipers. Besides catching potential sales, 
DX says, this thorough checking impresses cus- 
tomers, who often sit in the station lounge and 
watch the attendants working in the bays. 


Station attendants also make periodic sweeps 
through a nearby bowling alley’s parking lot. They 
clean windshields and check tires. If they spot a 
weak tire, they mark it and leave a note on the 
potential customer’s windshield. 

DX has also tested various “leader items” at the 
station, and occasionally launches such things as 
a three-day tire sale. During the special promotions, 
free drinks, balloons and lollipops are given to 
children. 

One addition to the station since it opened is a 
Gilbarco marine blending pump. The pump blends 
outboard motor oil with gasoline. 


The Tulsa station has drawn no particular type 
of customer, says Ingram; the clientele has been 
about the same as any other station draws. He 
believes, however, that the average customer at the 
station tends to spend more money. He feels this 
is due primarily to the extra selling effort. 

DX management has brought some of its dealers 
in from time to time so they can see what can be 
done at a station. Most have been impressed, man- 
agement believes. s 


New Incentive Plan Boosts TBA Sales 


A dealer uses a ‘tree’ of money 
as incentive for his employes 


A DEALER is using a money “tree” (see picture) to 
improve sales, cut bookkeeping, reduce employe turn- 
over, and record selling ability. 

Texaco dealer Dwight Arbuckle of San Bernardino, 
Calif., pastes coins of various denominations as incen- 
tive commissions—$1 for a new tire or retread, 50¢ 
for wheel balancing, and 25¢ for radiator hoses and fan 
belts. TBA sales have increased five-fold as a result. 


When an employe makes a sale, he removes his 
commission from the board and writes his initials in 
the vacant space. The board is a record of commissions 
paid, and a glance at the initials “shows who’s not 
hustling,” says Arbuckle. 

When the board’s clear, the man whose initials ap- 
pear most often gets a $10 bonus. At Christmas, further 
bonuses are paid, based on the station’s net profits over 
the previous year. 

“A man will think twice about looking for another 
job if he has a big bonus coming at the end of the 
year,” says Arbuckle. 
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Employes get coins from money ‘tree’ as commission, 
initial it. Man whose initials appear most wins $10 
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(This ad appeared in over 50 papers in our Midwest/Southwest marketing area. 


136 NATIONAL PETROLEUM NEWS * September, 1961 





SVXAL ‘SWTTVd ‘VNIAOULAd NVOIAAWV ‘T96T O 


‘ul dojs asvord ‘Suryyewos 10 ses 


peou nod pue® SuIpIeM SIVd XIS 1,UeTe 2.104} 
pue UIn}-— B OyBVUL OF BABY 4,UOP NOK OS 
Opis INO UO SjI Jl Puy “YW VzlUsOdeL [[,NOA 
UOI}EIS VUIY B VBS NOA BUTI} yXOU 9Y} OS*** 


:Ula|QUIa BULLY INO Jo sinqold ® SI a1aY O3 9M VIOTOG ‘MON 


‘ado[eAus oy} JO JNO Sulyvo] WoAT 
qt deoy 0} MOY oInsy ysnf{ uvd OM JI o[duIes & NOA [leu 0} B[QGQe 
9q [[,AM JNO SOUIOD pv }X9U NO OUI} 9Yy Ag “ATW YUIg Jo seyozeq 
[eJUSUITILIedx9 Moy B dn oYVUI 0} SUIAIY 9.1,9M MOU BUSI puy 
‘996T ‘UIZT ABW ‘ABC “Yd UO Oy! YOO] [[IM Sail} ANOA UI Ae OYyy 
yeYM JO Bapt .10}30q B NOA BAIS 0} 9[Qe 9q 0} SI] P,om o[IYMUBI|T 

‘uedo safo ANO0A 
daoy ‘a1ns 10} Woy} YyIM [vep [[IM 9M pue MOUY sn yo] ysnl 
‘41 SUIWIIBID as[o ApoqAue vas NOA J] “Aly YUlg :UMO AOA INO Jo 
SAIZIPpe MOU PUBIC B BABY 0} pasved OS a.1,9M AYM S4eY} Puy 








(‘WeYy} OF SIequinu IO seulevU poos Aue JO YUIYy 4,UBd YsNt OM 

‘QYUSLI [[@ ‘SOATZIPpe 403 9A,9M ‘YO) ‘plIp aM ABS p[nod aM Os ysnl 

UIdY} 0} SSUIY} GIOU ppB OF JUBM 4, UP[NOM aM “ySeq 94} Se poos 

se Ajjoexe ysnf Apvolle 018 Sal1ossad0e pure ‘[10 ‘ses seul Ing 

‘OUII} 0} OUT} 

WOIJ MOU SULYJOUWOS 9]}}I] BP DAVY OF 403 9A NOA do} UO ARIS 04 

quBM NOA JI ‘SAVS UBUL 94} SB ‘SI YSN B YONS UL 9.1,9M UOSBAT OUT, 

‘SABP MOF B OHV} IO GAID j99ET “UIZT 

ABI UO SUOI}E}S BUILT JO SpuBSNoOYy 9Y} 4e ALY YUIg IO Yoo] og 

“OUWII} OY} J[VY UI 4 OP [[,eM SIBaA Ud} AST 

APOQA.IBAS OHV} OF SULIOS SI I J] ‘UBl[d TV9X VAL CULT OY} : Weis 

-O1d YSB1ID & SUIZIVIS 918 OM MOU BYUSLI JO se yng ‘yeyy A[UO JON 
YILY YUL{ UO pd]}jes SAVY BM BdI}JOU BAIOS 0} SI SIU, 


‘AYO}Vd PUB 4.LOYS Sj Sapiseq puv AuvB SB 10[00 & poos 
S¥ 9¥I[ SPUNOS YUL “BdIM} P[OJ aq 07 Sey yeYyy AUBdUWOD Jo 
PULY 9Y} JOU S,VULY ‘QUO MBS I9Ad OM JI BSIM 9Y} 07 POM 


«quid uaae pue afdind ‘anjq ‘use13 jo 
SOpeys 10}V100P UI ATe 91Nyeaj [[IM SUOT}e}s,, 
‘sapnjouod ay ,,“uay} 3Ng,, ‘sjonpoid Jo uoly 
-ejuasaid [Nj10[09 a1owl 10J puewap s,o1jqnd 
JY} JOU 0} PI7ABAUOD 9q 07 BAY [LM SATTTIOVJ 
Zulystxq ‘peapos oie swiajqoad ZuLinjoejnuew 
pue Yorvaseat ay} a10Jeq ‘SoJVUIT}Sa J9jJayIeU 


u0Za1Q9 ‘puey10g ay} ‘svat us} eye} [[IM 4] 
,oouvape s0few 
}xoU 9y} 9q AjeyUYep [LM ATe 10J satyIppe uy 
‘Sd1T} 84} UI S803 yey} ATe ay} 4ydeoxe aTIqoul 
-0O1NS UB YIM pazdeUuU0D ButyzAAVAe 03 SZUIIP 
-a1ZUl B1}xe9 peppe savy Asay], ‘ppey eannued 
-wod A[YSTY STY} UI AOABJ ,SISTIOJOW UTM 03 





STOGL ‘s1Z Youle] 1OF smany powuawmumoy fipog oostouedy ueg oy} Ul 


SJAOYO ITdY} Ul SBATIPPE 0} SaatyIppe Surppe 
Apvaile aie satueduiod [10 ayy, ‘pres puny] 
‘AISNPUL 9Y} UL puss} Suosjs & Butzde30q 
‘yuRyNsUOD Sulyjeyreul 
‘puny “5 “Y 0} Zutpsodsoe ‘ainynj ajqveesa10z 
84} UL Ate pa10[0d A[ZYSLIg 10 pazuty YIM Sait} 





Ino Sull[y oq [[LA SUOT}EIS VdTAIS sUTLOSBS) 


pereedde wie} SMOU SUIMOTIOF oUL, 


If you’d like to know more about Fina, why not drop us a line? Only costs 4c.) 
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Merchandising 











Merchandising Memos 





Phillips Petroleum Co. is using 
its quart motor-oil cans to remind 
service-station attendants to sell 
more company products. Every 
time an attendant inverts a can to 
pour oil into an engine, he will be 
confronted with such messages as: 
“Does this vehicle need new tires?” 
r “Transmissions and differentials 
need changing too!” 


Mobile display racks for charcoal 
briquets and cans of lighter fuel 
are being used by Sohio service 
stations to attract warm-weather 
trade. 


Heard the latest in premiums? A 
free marriage ceremony is being 
offered with the purchase of five 
gallons of gasoline. The offer is 
made by the Arvida service station 
in Miami, Fla. The first wedding 
cost the couple $1.50 for honey- 
moon gasoline. Station mechanic 
Wallace L. Smith, a notary public, 
performs the ceremony: “I also do 
welding,” he says. 


PIn the American Oil Co.’s new 
institutional advertising drive, the 
accent is on the customer, rather 
than the company or its products. 
The theme is “The New Ameri- 
can,” who will be depicted in color 
photographs as businessman, sports- 
man, teenager, housewife, and so 
on. A total of 18 color spreads are 
scheduled through November in 
Life, Look, and The Saturday Even- 
ing Post. 


> Standard Oil Co. dealers in Mich- 
igan are helping U.S. army recruit- 
ers find young, mechanically in- 
clined men. The dealers will pass 
on the names of young men who 
call at their stations with rebuilt 
cars, or to borrow tools. 


>A gibbon ape on the driveway 
drawing customers to a Union Oil 
Co. station in Pasadena, Calif. The 
20-pound, 18-inch ape cost dealer 
W. R. Ferguson $175, but with 
such ideas he has boosted monthly 
13,000 gals. from 
7,500 gals. in the two months the 
ape has been on the job. 


gallonage to 


> British American Oil Co. is sell- 
ing its outboard motor oil in trans- 
parent plastic quart bottles, with 
printed measurements in halves and 
thirds of a pint. 
provide accurate fuel mixing. 


The idea is to 








SAFE-T-MATIC NOZZLE 


Has full year guarantee. Works on 
pressure while other automatics 
work on foam-creating, vacuum 
principle. With a McDonald nozzle 
you don’t have to top off gas tanks. 
Why? Because the gasoline fills all 
the way into the filler neck before 
shutting off. Actually fills tank full 
faster without repeated topping off. 
Write for folder 661 now for the 
whole story. 


ay.M°DONALD mec.co. 
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12TH AND PINE ST., DUBUQUE, IOWA NPN 961 
Pumps @ Brass Goods © Oil Equipment © Drainage Products 








FOR USE IN 
Gasolines, Jet Fuels, Diesel Sait, ot Fuel — 
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How to speed service 
on 3 out of 4 cars 


TAKE THESE FOUR STEPS: 


1. Set the sleeves flush with the ends of the 
swivel arms 


2. Spot the car over the hoist 


. Insert positioning rod in arms and move 
to PRE SET stops 


4, Lift the car 


For three out of four cars that come into your 
station, that’s all there is to it. 

We should point out, however, that only the 
Globe Frame-Kontact hoist is this easy. This is 
the only hoist with PRE SET straight frame 
adjustment built in to accommodate the vast 
majority of cars. It means you can get the car 
up on the hoist faster and do the work. You will 
be able to do more, earn more, every day. 

Consider speed when you measure the useful- 
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ness of a hoist. Also consider accessibility, 
strength and safety. And for real confidence, 
choose from the Globe line—every one proved 
in Globe’s research laboratory. 

Why not talk with your nearby Globe man. 
Or for detailed bulletins on Globe hoists, write 
to us at East Mermaid Lane and Queen St., 
Philadelphia 18, Pa, 


GLOBE 


GLOBE HOIST COMPANY 
Hoist s ow middle name... 
owe only product tne 





Asphalt terminal handles 11 grades of paving materials, is open 24 hours a day for the seven months it operates yearly. 
Steam and hot-oil boilers (above) keep paving materials fluid in insulated and heated piping and tanks (bottom right) 


New Asphalt Plant Taps 


Atlantic put $1-million into New York plant that offers 


a wide variety of paving materials. More such plants will 


follow if the first one turns out to be successful 


pcan REFINING CO. wants more asphalt bus- 
iness. Exhibit A of its interest in the growing 
paving market: A new, $1-million all-asphalt ter- 
minal at Three Rivers, north of Syracuse, N.Y. 
It stores 2.5-million gal. of asphalt cement and 
cutback. 

Exhibit B: A new add-on asphalt terminal at 
Atlantic’s oil-products plant located at Gloucester, 
N.J. 

Atlantic’s asphalt people are surveying other 
markets along the East Coast to determine their 
asphalt-sales potential. If prospects look good, you 
can expect more Atlantic asphalt terminals (either 
new plants or additions to established oil terminals ) 
in coming years. 


What Makes Asphalt ‘Hot’ 


All this adds up to quite a change for a major 
that, up to March, sold asphalt only at its Phila- 
delphia refinery. If you ask Atlantic sales people 
why the emphasis is being put on asphalt, you're 
likely to get this reply: “We have a new asphalt 
sales Manager.” 

Bill Ruppel, the man they’re speaking of, has 
his own reasons for Atlantic’s big push in the New 
area. And what he says about New York shows 
the type of thinking that has triggered Atlantic’s 
surveys of other markets. 

Ruppel sees New York State as the largest as- 
phalt market in the East. “It was a user of cement 


concrete for many years, but the Asphalt Institute 
was instrumental in breaking through in the cen- 
tral part of the state,” he says. 

“The Interstate highway, known locally as the 
Penncan highway (connecting Pennsylvania with 
Canada through New York) is all-asphalt in its 
northern section. Work on other roads in the state 
is on the increase, offering asphalt a good mar- 
ket,” he adds. “And asphalt growth figures,” he 
maintains, “are far more dynamic than those for 
light products (NPN—Aug. p 149). They come to 
about 6% a year.” 

And he thinks that with asphalt, the state and 
towns “can get more good roads at an eco- 
nomical cost. That could work to lessen the tax 
burden on gasoline.” 


Sales potential of the Three Rivers plant, At- 
lantic figures, is about 25-million gal. a year. “This 
isn’t much as far as light products go, but it’s 
and awful lot of asphalt,” says an Atlantic official. 
Barges plying the Erie Canal supply the plant with 
asphalt. It works out to about 3.5-million gal. a 
month for the seven months the plant is open 24 
hours a day. From mid-November to Mid-April, 
the plant is shut down because cold weather freezes 
over the canal and puts a halt to road building in 
the area. 

But even at that, Atlantic figures on having the 
terminal pay out in seven years of warmer-weather 
operation. 
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Growing Market 


What Three Rivers Handles 


Atlantic says it has a good chance of breaking 
into the local upstate New York market because 
it’s offering most of the types and. grades of as- 
phalt cements and cutbacks used locally. That’s 
more than what many of its competitors in the area 
are doing, Atlantic says. 

At Three Rivers, Atlantic stores more than 1.9- 
million gal. of asphalt cement. Storage breakdown 
is 20,000 bbl. of 180/200 grade; 15,000-bbl. 
of 110/120 grade; 7,500-bbl. of 90/110 grade; 
and 3,000-bbl. of 60/70 grade. 

Cutback storage totals 672,000 gal. divided 
among four tanks. Half of it is rapid-curing asphalt 
liquid (RC) and half medium-curing asphalt liquid 
(MC). 

Atlantic does not need so much storage for 
cutback as for cement because it uses a propor- 
tioneer on each RC and MC line. The propor- 
tioner mixes in the right amount of additive (Acra 
500 for MC) and diluent (gas oil for MC, naphtha 
for RC) to come up with additional types of as- 
phalt (RC-1, RC-2, RC-3, RC-4, MC-0, MC-1, 
and MC-2) needed to meet local demands. An- 
other type of additive (Kling) is handled from 
drums for those who want it. 

Diluents and Acra are stored in 10,000-gal. 
tanks. Naphtha is in an underground tank and 
gas oil and additives are in above-ground horizon- 
tal tanks. 




















How Asphalts Are Handled 

To have cutbacks and cements ready for easy 
loading, Atlantic heats cutback storage with steam 
and circulates 800 gpm of 350-deg. oil through 
cement storage. The temperature of the 
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Bulk Plants and Terminals 





RE BS ae 


Central unit controls mixing of additives to asphalt 


{Begins on page 140) 


asphalt when it is sold is about 170-deg. Heating 
coils in all tanks are welded pipe. Single coils of 
2-in- diameter pipe are used in cutback storage and 
double coils of 4-in. diameter pipe are used in ce- 
ment storage. All tanks and all steam and oil 
lines to the tanks are insulated. The tanks are 
fitted with Robertshaw temperature-control ther- 
mostats. 

Steam to keep cutbacks fluid comes from two 
Cyclotherm boilers running at 150 psi. Two 
Cleaver-Brooks boiler-burner units heat the high- 
temperature oil for cement storage. Both burn No. 
2 oil, supplied from a 12,000-gal. vertical tank. 
For ground-level inventory reading, the tank has 
a Varec automatic gage. 

All lines are steam blown after use. For this 
purpose and for pushing steam into the cutback 
heating coils, Atlantic uses two Gardner-Denver 
90-psi compressors driven by 50-hp. General Elec- 
tric motors. On the lines for cement-heating 
coils, Atlantic uses Pacific pumps with 20-hp. Gen- 
eral Electric motors. 

Water for all boilers and for the compressors 
comes from the canal and is put through a water- 
treatment plant before use. “We drilled wells for 
water, but the water we got was too salty because 
of salt caverns in the ground,” says John Lind- 
fors, terminal superintendent. 

Product goes from barges into storage through 
8-in. heated and insulated lines. Separate lines are 
used for cutbacks and a separate line for cements. 

Loading is done through heated and insulated 4- 
in. lines. 

The asphalt goes from storage, through blend- 
ing equipment for cutbacks, to 4-in. loading arms. 
Loading speeds for cements and cutbacks are 
about 300 gpm, with General Electric pumps 
varying from 20 hp. to 30 hp., depending on the 
type of asphalt being handled. To keep loading- 
line runs as short as possible, loading spots are ad- 


Trucks load adjacent to tanks; rates go up to 300 gpm. 


jacent to the tanks. There is no common load- 
ing rack, as in refined-products terminals. 


Additive is pumped from its storage by an SVA 
Pacific pump teamed with a 7.5-hp. General Elec- 
tric motor. Another SVA Pacific pump and a 
10-hp. General Electric motor move gas oil while 
naphtha is handled by a Lawrence pump and a 
20-hp. General Electric motor. 

Proportioneers (Model TC-FRS) are equipped 
with B-40D Brodie meters with Brodie ticket-print- 
ing heads to record what amounts of diluent or 
additive have been added to each load. This is for 
the information of customers or state or federal in- 
spection agencies. Since asphalt is sold by weight, 
Atlantic has installed a 100,000-lb. limit Toledo 
scale at the plant gates. Weighing is a more prac- 
tical way of measuring asphalt deliveries than is 
gaging, Atlantic says. 

Badger Manufacturing Co. designed and built 
the plant at a cost of about $1-million. 


How Atlantic Checks Quality 


Atlantic makes a sales point of its asphalt com- 
ing from crudes selected for their asphalt content. 
Not only are tests made in the manufacturing 
stages at the refinery and prior to loading barges 
at the refinery, but tests continue once the asphalt 
reaches Three Rivers. Part of the plant’s main- 
office building is a 16x18-ft. lab with about $15,- 
000 worth of testing equipment. Here, trained per- 
sonnel constantly check distillation, penetration, 
gravity, flash point, softness point, stone-coat- 
ing, and viscosity. 

Quality control also aims at cutting down all 
chance of contamination. That’s why cutbacks are 
stored on one side of the plant and cements on the 
other, why Atlantic has separate barge-unloading 
lines for cutbacks and cements, why separate pro- 
portioners are used in mixing additive and diluent 
to RC’s and MC’s, and why loading spots are 
adjacent to storage tanks. Ld 
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NEW CONCEPT IN TRANSPORT UNLOADING... 


HYDRAULICALLY DRIVEN 


Speed-up of gravity dumps to underground storage. 
; Unloading capacity of as much as 500 gpm through 3” 
Views above’ §=—_hose. Close control of delivery at the desired rat 
eihidiie ose ose control o : e red rate. 
show both Delivery by ticket through a meter... 
prc ea These are some of the principal advantages of the 
assembly unique transport-unloading concept that Gorman-Rupp 
under the engineers developed for a major carrier. Illustrated here 
esis cate on an 8600-gallon aluminum double-bottom transport 
train, the unit employs a hydraulically-driven Gorman- 
Rupp vertically mounted pump. Accessories include 
hydraulic motor mounted directly to pump. Air elimi- 
nator and meter are in line as shown above. Hydraulic 
motors and pumps for higher pressure are also available 
to meet pumping requirements to vertical and horizontal 
aboveground tanks. 

Remember, whenever or wherever you want to trans- 
fer gasoline or fuel oils, etc., Gorman-Rupp has the 
pump-engineering experience, equipment and know-how 
. . . proved in years of worldwide service. + See your 
Gorman-Rupp Distributor, or write us direct. 3113 


THE GORMAN-RUPP COMPANY 


305 BOWMAN STREET, MANSFIELD, OHIO 


GORMAN-RUPP OF CANADA LTD. 


ST. THOMAS, ONTARIO 
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No other brand of shock absorbers has ever created the enormous demand 
that continues to build for Monro-Matics®. As motorists become more aware 
of the importance of shocks to driving safety, the preference for Monro-Matics 
grows month by month. 


Helping to spur this demand is one of the most ambitious, hardest-hitting 
advertising campaigns in the automotive service industry. Month-after-month 
ads in Lire, Loox, Post, HOLIDAY; POPULAR MECHANICS, POPULAR SCIENCE, 
MECHANIX ILLUSTRATED; FIELD & STREAM, OUTDOOR LIFE, SPORTS ILLUs- 
TRATED and Sports AFIELD. An all-out radio campaign, spearheaded by 
BILL STERN, On more than 350 stations of the Mutual network. A landslide 
of promotional aids for dealers. 


The fast-moving Monroe line is like money in the bank. Your 
Monroe jobber can help you start the profits rolling in today. Call him now! 


MONROE SHOCK ABSORBERS 
SCORE GRAND SLAM 


Year after year, Monro-Matics bring in the winners 
at headline-making races across the nation and 
around the world. Where speeds reach 180 mph 
on the straightaways and 100 mph on turns, drivers 
rely on Monro-Matics for the ultimate in car control 
for safety as well as winning performance. 


AT INDIANAPOLIS A. J. Foyt 
took top honors in the classic 
Indianapolis ‘‘500"" with an 
average of 139.131 mph, 
riding on Monro-Matics. 


AT MILWAUKEE Rodger Ward 
set 101 new track records in 
the big-car ‘‘100” with Mon- 
roe Super Load-Leveler stabil- 
izing units on all four wheels. 


AT DAYTONA BEACH Marvin 
Panch led the field in the Day- 
tona ‘'500" for late-model 
stock cars in his Monro-Matic 
equipped Pontiac, averaging 
149.601 mph. 







AT CHARLOTTE, N.C. In the 
World ‘‘600” stock car race, 


average of 111.633 mph. 


David Pearson rode to victory 
y on Monro-Matics with an 


wa seed 

"Onn MAT 
Dealers report that the ll 
Monroe Barrel Demon- See 
strator is boosting Monro- ee, 


Matic shock absorber and 
Monroe Super Load- 
Leveler® stabilizing unit sales by as much as 400%. 


MONROE AUTO EQUIPMENT CO. 


MONROE, MICHIGAN 
World’s largest maker of ride control 
products, including SUPER LOAD- 
LEVELER® stabilizing units « In Canada, 
Monroe-Acme, Ltd., Toronto. In Mex- 
ico, Mex-Par, Box 28154, Mexico City. 


MONRO-MATIC 


SHOCK ABSORBERS 
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‘Bikini’ truck is 
strip-tease model 
of usual oil-truck 
design —costs and 
weighs less, but 
can deliver more 


Here's a New Oil-Truck Idea 


A “BIKINI-TYPE” heating-oil delivery truck— 


with the covering cut down to a few essentials 
—is putting on a good show in New England. 
The strip-tease version of the conventional rear- 
bucket-box model comes from Tech Weld Corp.’s 
shop in Burlington, Mass., near Boston. A Worces- 
ter, Mass., jobber used five of the units last winter. 
A Cambridge, Mass., jobber now has one and 
another is being made for a jobber in Portland, Me. 
In its Bikini model, Tech Weld keeps the roof 
and part of the sides of the usual rear-tank design, 
and tosses the rest away. The result is a steel 
overhang—or umbrella—at the top of the tank. 
The hose reel is mounted upside down and cross- 
wise under the overhang. The sides and rear are 
open and there is no floor. There is a small com- 
partment, with flip-up doors on each side, for reel- 
rewind and pump controls, meter, ticket printer, 
and air eliminator. 


Here’s What You Gain 


Tech Weld and jobbers using the new design 
say it has these advantages over conventional 
trucks: 

e@ Saves weight: Eliminating most of the sides, 
the entire rear, and the floor saves 400-500 Ibs., 
depending on the size of the truck. This can be 
converted into 55-65 gal. of additional payload. 

@ Costs less: With less metal to buy and 
fabricate, Tech Weld says it can lower the jobber’s 
initial investment in the truck by at least $150. 
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@ Cuts hose wear: Hanging the reel upside 
down and crosswise lets the hose unwind almost 
by itself for right-side deliveries. The driver doesn’t 
have to drag the hose over the ground—the hose 
can be held off the ground for about 30-35 ft. And 
it’s usually the first 30-35 ft. of hose that gets the 
roughest wear in conventional pulls. In addition, 
hose can be used for left-side deliveries without 
being bent around the bucket-box door. 

e@ Uses less equipment: Because hose feeds to 
either side of the truck without kinking or bending, 
there’s no need for a hose yoke to swing the hose 
gently to either side. Tech Weld says this can save 
at least $75, the cost of a yoke. 

@ Speeds deliveries: There are no rear doors 
to open and close before and after each house stop. 
This can reduce driver fatigue, as can the self- 
unwinding feature of the reel for right-side de- 
liveries. Deliveries can be made to both sides of 
the street with about equal ease and speed. 

e Protects the driver: Because he works in the 
area taken up by the conventional bucket box, the 
driver stands in front of the rear bumper, protected 
against traffic. In the usual rear-of-the-truck setup, 
he’s working on the exposed side of the bumper. 
And the steel overhang gives him some protection 
from the weather in keeping records or working 
on tickets. 

@ Protects equipment: Rear-end equipment 
has the advantages of an open installation (easy to 
get at for repairs and replacements) but is not 
exposed to weather, as in an open jnstallation. @ 
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CONTACT SET 


WANT CONTACT SETS THAT MAKE PRECISION TUNE-UPS EASY? 


simply say Delco 


You save time when you install preassembled Delco Remy contact sets—save even more time on 
factory-adjusted units. They're available to fit most popular American cars and light trucks. And 


Original-equipment quality gives you maximum protection against ‘‘comebacks.” HH Of course, this 
keeps your customers happy, too. They might never know about our sealed moisture-proof package 
that keeps contact sets factory-fresh. Or about our special fatigue-resisting spring, high-speed lever 
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long-wearing points and rubbing block. Most likely, they'll just notice that their cars are performing 
better than they expected. And you'll get all the credit—which is all right with uu. Delco Remy 
automotive parts are distributed nationally through Umited Delco. 


DELCO-REMY * Division of General Motors Corporation * Anderson, Indiana 
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allnayw KONVEFTa 


by Inland Steel Container Co. 
(it's a K-TCan) (it’s a Pail) 


Now, a “dome top” con- 
tainer that instantly con- 
verts to an open utility pail. 
KonverlaCAN was designed 
to help petroleum refiners, 
contract fillers, 
farm coopera- 
tives and farm 
stores boost 
sales by giving 
the purchaser a 
practical plus value 
he’s sure to appreci- 
ate. ®@ KonverlaCAN 
safely holds your oil, 
grease or other petro- 
leum products—then 
when empty—the con- 
sumer can continue 
: to use itas a 
handy pour- 
type can, 
or he can 
remove the top 
cover and use it as an all- 
purpose, 5-gallon capacity 
open pail. Conventional K-T cans come equipped 
with a small wire handle. KonverlaCAN has a full 
bail with a plastic hand-contoured grip making it far 
easier to carry‘and use. @ For further KonverlaCAN 
information, call your nearest Inland Steel Container 
Company Sales Office or write directly to... 











1 dmg 








INLAND STEEL CONTAINER COMPANY 


6532 South Menard Avenue, Chicago 38, Illinois 
member of the stee| family Plants: Chicago « Jersey City » New Orleans « 


Cleveland and Greenville, Ohip 
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Special Report 





The 1961 Jobber 


NPN's latest, most significant jobber survey shows 
impressive growth. These big trends emerge: 


Gasoline volumes up sharply, other products up too 


More companies in ‘medium’ and ‘large’ brackets 


Much more diversification in products handled 


Multiple ownership on the rise 


More stations owned, more stations supplied 


Big jobberships getting bigger, growing fastest 


General optimism about the future 





A SPECIAL EDITORIAL 


Really Important Fellow 


OR YEARS NOW, there has been a re- 
F curring lament: “The poor jobber. 
There’s no place for him in modern dis- 
tribution.” 

While they may not be growing in 
numbers, jobbers are growing stronger 
in volume. NPN’s latest quadrennial sur- 
vey shows the jobber is a substantial 
marketer. Under the stress of today’s con- 
ditions, jobbers find they must grow if 
they are to succeed. 

The NPN survey shows the jobber has 
lost none of his position as an essential 
link in the distributive system. No ques- 
tion about it—the jobber is a really im- 
portant fellow. 


\. 
RamRretha , Editor 


_— AVERAGE OIL JOBBER is doing fine. He’s 
weathered some tough shakedown years 
oil marketing. What’s more, he’s grown—de- 
spite price wars, rising costs, leveling demand 
and harder competition from all quarters. 

Growth is the key trend revealed by NPN’s 
newest, broadest survey of the U.S. oil jobber. 
Since the previous survey, four years ago, aver- 
age gasoline volume has risen. So have volumes 
for most other light ends. Jobbers are selling 
more kinds of products. They own and supply 
more stations. Other trends are shown above 
and on the following pages. 

It’s true the jobber ranks are thinner today 
than they were four years ago. Many sold their 
businesses, at handsome prices, as suppliers 
fought for more controlled gallonage. Most 
who didn’t sell have kept growing, and they 
generally look to the future with confidence. 

NPN’s new survey is the most significant yet 
because of its findings and its scope (details on 
page 153). It will appear in three parts: 


e The Big Trends in Jobbing: In this issue 
e The Truth About Jobber Profits: In October 
e The Future of the Jobber: In November 





> PrP PrP PrP PrP PrP PrP OP 
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NPN's New Survey 


THE COMPANY 


In business over 20 years . . . top man is just 

over 50 . . . number-two man’s under 40... 

Employs seven full-time people, one part-time 
. . serves a marketing area of 1,495 miles 





SUPPLIES 


.. . 15 service stations, 9 other retail outlets 
.. . 134 farm accounts . . . 936 home heating 
accounts . . . 40 commercial accounts . . . 2 
marine, 4 construction, 20 industrial accounts 


OWNS 


...4 service stations . . . one bulk plant, with 
storage capacity of 124,977 gal... . 5 pieces of 
rolling stock 





“Low the 1961 Annual Gallonage Years in Business 


Under 1-mil... .. 
1-5-mil 


Oil Jobber Ee 


Marketing Area 
Square Miles 1961 


Stacks Up Under 100..... 38% 


Over 500 


Against Earlier 
NPN Surveys* 


*1957 and 1953 
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Gives This Composite Picture 


Number of People Employed 


1957 


Stations Owned 


1961 
Average number 3.9 3.2 


Bulk-Plant Ownership 
1961 1957 


79% 77% 
21% 23% 


1953 
37% 
27% 
17% 
19% 


SELLS 


. . . 2,377,425 gal. gasoline annually .. . 
1,451,825 gal. of No. 2 and No. 4 heating oil 


. . . 357,146 gal. kerosine . 


. . 262,187 gal. 


diesel fuel . . . 34,014 gal. lube oils . . . 20,576 
Ibs. grease .. . 1,062 tires . . . 504 batteries 


PLANS 


... to build two stations this year . . 


. to spend 


$12,080 on fixed equipment for stations . . . 
$2,480 on portable equipment for stations . . . 
$3,800 on fixed equipment for bulk plants .. . 
$8,618 on portable equipment for bulk plants 


LOOKS AHEAD 


. with restrained optimism. Expects to hold 
his own, maybe do a little better 


Number of Bulk Plants Owned 


1957 
80% 
14% 
3% 
3% 


Bulk-Plant Storage 


(in gal.) 1961 
Under 20,000... 
20 ,000-50 ,000. .27% 
50 ,000-100 ,000.48% 
Over 100,000. . .23% 


Terminal Ownership 


1961 1957 
2%, 
Don’t own 


1953 
72% 
14% 
7% 
7% 


1953 
5% 
95% 


Products Handled 


1961 
Gasoline.......97% 
hi sa Wigs Le 

93% 

. .90% 


91% 
78% 
73% 
71% 
68% 
% 
Cutting oil 34% 
Oil-heat units. . .31% 
14% 
All other (cigar- 
ettes, soft 
drinks, candy, 
eS RSE PE eat 35% 27% 


Next Page: The 1961 Jobber—Who He Is, 
How He Runs His Oi! Business > > > 





OBBERS TODAY are riding a steady trend to bigger 
J volumes over a broader spectrum of oil prod- 
ucts. 

NPN’s 1957 survey clearly showed the begin- 
nings of a trend to diversification. The latest survey 
confirms it. Almost all jobbers now 
TREND carry gasoline, kerosine, lubricants and 
i. light fuel oil—gone are the days of the 
a “gasoline-only” or “heating-oil-only” 
jobber. Increasinzly, jobbers are getting into prod- 
ucts once considered specialties: solvents, cutting 
oils and liquefied-petroleum gas, for example. 

The trend to larger volumes is not a clear-cut 
one. It’s most evident among larger jobbers (and 
there are more large jobberships reflected in this 
survey than in any previous one). In some cases, 
the big volumes of these jobbers tend to distort 
over-all averages, making them deceptively high. 
Where this has occurred, NPN uses medians to 
obtain a more realistic figure. 

Here’s the story on the jobber’s product lineup 
and the volumes he does in each. 

The average jobbership sells over 2.3-million 
gal. gasoline annually. Over-all, the medium is up 
41% from 1957: large jobbers +28%, medium 
+25%, small —10%. And more jobbers (97%) 
are now handling gasoline than in 1957, when 
93% did, or 1953, when only 77.5% did. 

It sells over 1.4-million gal. of heating oil, up a 
bit from 1.2-million in 1957. A big 91% of jobbers 
are in the heating-oil business today, against 80% 
four years ago. 

It sells over 357,000 gal. of kerosine, up from 
just below 300,000 in 1957. Some 90% of jobbers 
now handle kerosine, against 83% four years ago. 

It sells 262,000 gal. of light diesel fuel, up from 
238,000 in 1957. Some 78% of jobbers now handle 
this product, against 69% in 1957. In 1953, a 
mere 28% of jobbers handled diesel fuel. The 
sharp rise reflects the growth of truck stops and 
stepped-up highway building. 

It sells 34,000 gal. of lube oils. Here’s a decline 
from 1957, when the average was over 55,000. It 
reflects the general industry shrinkage in lube sales 
as a result of modifications in late-model cars. But 
more jobbers (96% ) handle lubes now than in 1957 
(92%) and 1953 (64%). 

It sells over 20,500 Ibs of grease. That’s up from 


What He Sells, 


an average of 11,000 in 1957, reflecting continued 
industrial expansion. Today 93% of jobbers handle 
greases, against 88% in 1957 and only 50% in 
1953. 

It sells almost 3,000 gal. of cutting oils, up from 
just over 1,000 in 1957. Again, it’s a reflection of 
greater industrial use. Today 34% of jobbers 
handle cutting oils, against 18% in 1957 and only 
2% in 1953. That’s one of the biggest jumps re- 
vealed in this survey. 

It sells over 84,000 gal. of solvents, up from 32,- 
000 in 1957. That’s another big jump. Some 48% 
of jobbers now handle solvents, against 31% in 
1957 and 17% in 1953. 

It sells over 693,000 gal. of LP-gas, up from 
less than 450,000 in 1957. This is still another 
important growth area. A relatively small number 
of jobbers handle LGP today—14%—but that’s 
significant compared to the 7% that handled it in 
1957 and the mere 2.5% in 1953. 

Antifreeze and TBA are big products for jobbers, 
too. The survey shows 93% handle antifreeze, do- 


How NPN Surveys the Jobber 


THIS IS THE THIRD in a regular series of 
jobber surveys conducted at four-year intervals 
by NPN. Completed this summer, it’s the most 
significant yet because it covers more ground 
and represents a broader sampling than any 
survey to date. 


The survey is based on a random sampling 
of 2,024 NPN-subscribing jobbers. Response was 
over twice as great as in the previous survey 
(1957), indicating that great prevailing interest 
in the jobber’s present status. 


The survey was conducted by mail, through 
a four-page questionnaire with an added page 
for additional comments. Respondents were not 
required to sign the questionnaire unless they 
wished to. 


Because NPN subscribers may represent a 
more successful group than jobbers as a whole, 
survey averages may be somewhat higher than 
averages for all jobbers. NPN numbers over 
6,000 jobbers among its subscribers. Total job- 
bers in the U.S. are estimated at approximately 
15,000. 
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How He's Diversifying 


ing an average of 3,872 gal. a year. Some 73% 
handle tires, averaging 1,602 units a year. Here’s 
how that breaks down by jobber size, and by ratios: 


Volume’ _—‘Ratio (per 1,000 
(units) gal. gasoline) 
Small jobbers 965 yo 
Medium jobbers 1,574 0.9 
Large jobbers 2,909 0.42 


(Major-company tire sales to dealers are reckoned 
at about 0.506 tires per 1,000 gal. gasoline.) 

Some 71% of jobbers handle batteries, averag- 
ing 504 units a year. Best-selling accessories, in 
order, are filters, sparkplugs, fanbelts, exhaust-sys- 
tem parts, chemicals, brake fluid, and farm grease 
guns. 

More jobbers are handling oil-heat equipment 
now. About 31% are in the business, against 17% 
in 1957. 

And more are handling “extras” like cigarettes, 
candy, soft drinks. The percentage is 35% today. 
against 27% in 1957. 


TABLES ARE BROKEN DOWN 
BY JOBBER SIZE: 


Over-all, more jobbers are in the 1-5-million-gal. 
category (for all products) than ever before. This 
group constituted 52% of NPN’s sample in 1953; 

now it constitutes 57%. More and more, 

TREND it’s the backbone group in oil jobbing. 

= But there are more large jobbers, too— 

20%, against 13% in 1953. That means 
medium-sized jobbers are continually turning into 
big ones. 

All in all, the picture by products spells healthy 
growth. More jobbers are handling every product 
than in 1957. In every instance but two (lube oil 
and tires), average volumes for all jobbers have 
increased since 1957—in some cases spectacularly. 

One point stands out particularly: It’s the bigger 
jobbers who grow the most, registering the biggest 
percentage gains over the years. As the saying puts 
it, nothing succeeds like success. 


Next page: Who he is, how 
he runs his business > » PB 


e@ Small—Under 1-million gal. annually, all products 
e@ Medium—1-million to 5-million gal. annually 


e Large—Over 5-million gal. annually 


What Jobbers Handle—How Their Volumes Run 


Average Small Medium 

Gasoline 97% 97% 
Heating oil #2 & #4..... 91 90 
i 90 88 
78 77 
95 
94 
21 


Spark plugs 

Filters 

All other accessories 

Oil heat equipment 

All others (cigarettes, 
candy, soft drinks, etc.) 


Large Average Small Medium Large 


95% 
9 


75 


2,377,425 gal. 437,473 gal. 1,684,782 gal. 6,680,677 gal. 
1 5 223,119 


, 887,275 4,145,674 
357, 146 107 ,834 220 , 767 1,060 ,394 
262,187 45,893 ‘ 798,717 

34,014 12,171 26 ,648 83 ,693 
20 , 576 Ib. 4,540 Ib. ; , 46 , 668 Ib. 


2,945 gal. 341 gal. F . 5,952 gal. 
407 ,646 


84,248 2,341 ‘ ’ 
693, 753 104,425 3 1,099,680 
3,872 960 
1,602 


504 
3,473 
1,511 





HE “AVERAGE JOBBER” today keeps pace with 
4% the times. He’s moving away from the old, 
one-man type of operation, spreading 
TREND the ownership and _ decision-making 
| among more people. He generally has 
one or more good young men _ be- 
hind him, although he may not yet have definite 
plans for perpetuating the business. 

He emphasizes volume more than he used to. 
In many cases finds he can do well with his own 
private-brand products. 

If he hasn’t expanded his territory, he markets 
intensively within it. He has more outlets and is 
getting better throughput per outlet. 

His company has been in business 20.3 years. 
Three companies surveyed have been in business 
a year or less; 94 have been in business over 30. 

The company is owned by more than one man, 
in 57% of cases. This is significant because job- 
bing used to be considered a one-man business. 


NPN’s 1957 survey still showed 62% 
TREND 


sole ownerships, and only 8% owned by 
over four persons. Now sole ownerships 
are down to 43%, and jobberships 
owned by four or more persons up to 15%. This 


TABLES ARE BROKEN DOWN BY JOBBER SIZE: 


e Small—Under 1-million gal. annually, all products 
e Medium—t-million to 5-million gal. annually 
e Large—Over 5-million gal. annually 


Years in business 


Average: 20.3 


Number of owners 


Average: 43% 

Two owners 
Average: 26% 

Three owners...... 
Average: 16% 

Four owners or more... 
Average: 15% 


Age—head of business 


Under 30—Average: 4%..... 
30-40—Average: 20%....... 
40-50—Average: 37% 

Over 50-—Average: 39% 


Who He Is, 


indicates that incorporation and multiple owner- 
ship has been a firm trend in the last four years. 


The man who runs the business is just past 50. 
By age groups, the largest percentage of jobbers 
(39%) fall in the over-50 category, with an almost 
equally large group (37%) in the 45-50 bracket. 
That leaves 24% under 40—exactly the same as 
in NPN’s 1957 survey, and good young blood in 
any business. 

The number two man is under 40, in 54% of 
cases. That’s the same as in the 1957 survey, too— 
indicating that new blood continues to enter the 

jobbing business. The survey reveals an 

TREND especially large number of young men 
2 under 40 coming on in small jobber- 

ships (63%). That’s is a hopeful sign 
for the future. 

The average jobbership has 15.2 employes. 
That’s a strong increase from the average of 10.7 
indicated in the 1957 survey. While the average 

for small jobberships has dropped 

TREND slightly since then, from 4.3 to 4.0, the 
RMS average for medium-sized jobbers has 

. gone from 9.5 to 10.7, and the average 
for large jobbers from 32.3 to 42.2. These in- 


Age—second in command 


Under 30—Average: 14%... .25% 
30-40—-Average: 40%...... .38% 
40-50—Average: 27% % 
Over 50—Average: 19% 13% 


Total employes 
Average: 15.2 
Full-time employes 
Average: 13.2 
Part-time employes 

Average: 2.3 


Key decision-makers 
Average: 2.0 


Diversification 


Manage oil business only. . . .66% 66% 
Average: 64% 
Manage other businesses 34% 
Average: 36% 
48% 


Average: 52% 
Two businesses 33% 


12% 


Four or more businesses... 4%, 7% 4% 
Average: 2% 
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How He Runs His Business 


creases are important because they mean the job- 
ber is providing more local employment. 

There are 13.2 full-time people, 2.3 part-timers. 
More than half the jobbers surveyed (56%) don’t 
use any part-time help at all. As shown in previous 
surveys, those who do consist mostly of smaller 
jobbers, who frequently use part-time bookkeepers. 

Key policy decisions are made by two men, on 
the average. That’s up from 1.7 in 1957, reflecting 
new emphasis on delegation of responsibility. 
About 61% of small jobbers still make all policy 
decisions themselves; only 12% of the large jobbers 
do. Responsibility seldom goes beyond four men. 

Most jobbers stick to the oil business, but not all. 
Some 36% report being active.an the management 
of as many as four or more businesses. Most of 


these (52%) have only one outside interest, but. 


a solid 28% have two and 14% have three. 


Only half the jobbers have plans to perpetuate 
their businesses. Of those who have made no plans, 
most (73%) are small jobbers, but 48% of the 
middle-sized jobbers are included. The 24% of big 
jobbers who haven’t planned succession constitute a 
surprisingly large group, in view of the size of the 
estates involved. Of those who have made plans, 


Management succession 
No plans for perpetuation of 


Average: 50% 
Perpetuation is planned 
Average: 50% 


Brand of Gasoline 


Major—Average: 72% 
Private—Average: 16%... ..20% 
a i asa 10% 3% 


Brand continuity 


Never switched suppliers... .61% 
Average: 52 

Switched suppliers 39% 
Average: 48% 
Once—Average: 59% 82% 
Twice—Average: 19% 3% 
Three times—Average:15% 9% 
Four or more times 6% 

Average: 7% 
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most have designated a son or sons to carry on. 
Other arrangements named most often are corpora- 
tion; buy-and-sell agreement; next in command; 
partner; younger men. Other family arrangements 
were also named, making this the most popular 
form of estate perpetuation. 


About 72% of jobbers handle branded gasoline, 
but the big trend is to dual-branding. While only 
5% carried both a major and a private brand in 

TREND 1957, today the percentage has doubled 

to 10%. Some 16% handle private 

2 brand only, compared with 17% in 

1957. The largest number of private- 

branding and dual-branding jobberships is among 
big jobbers—25% and 18%, respectively. 

A bare majority (52%) of jobbers has never 
switched suppliers, but a large minority (48%) has. 
Of these, 41% have switched more than once. The 
small jobbers switch brands the least; NEW 
large ones are the most prone to switch. = | 
For sheer frequency, however, it’s the Satine 
medium jobbers who rack up the high PATA 
(8%) in the four-or-more-switches category. 


The average market area is 1,495 sq. mi., not 
much different than in 1957 when it was 1,461 sq. 


Area served (sq. mi.) 
Average: 1,495 


Nature of Area 


Rural—Average: 42% 
Urban—Average: 32% 
Both—Average: 22% 


Accounts served* 


Service stations—Average: 15 6 

Other retail outlets 6 
Average: 9 

Farm accounts—Average: 134 67 

Home-heating accounts...... 233 
Average: 936 

Commercial accounts 19 
Average: 40 

Marine accounts 2 
Average: 2 

Construction accounts 3 
Average: 4 

Industrial accounts 6 
Average: 20 


*Averages exclude jobbers serving no such accounts. 





(Begins on page 149) 

mi. But since then, the small jobber’s average area 
TREND: _ has shrunk from 780 sq. mi. to 469 sq. 
Y mi.; the medium jobber’s area from 
WAE~ 1,516 to 1,027. It’s the big jobber who's 
- still expanding his frontiers, from 3,228 

in 1957 to 4,457 this year. 

The typical jobber market area is rural. Some 
42% of jobbers described their territories as rural 
and another 22% describe it as partly rural, partly 
urban. Most small jobbers (70%) are exclusively 
rural; most large ones are exclusively urban (51%) 
or both (32%). Medium-sized jobbers split closer 
to the middle, but lean toward the rural side. 

The average jobber supplies 15 stations. This 
is significant because it reverses a longtime decline: 
in 1949 jobbers supplied an average of 18 stations, 
but by 1957 the average was down to 11. Now it’s 
up again by a healthy amount. 

He supplies 9 other retail outlets, such as park- 
ing lots, grocery-store outlets, garages and car 
dealers. ,That’s just the same as the average shown 
in the 1957 survey. 

He supplies 134 farm accounts, up a bit from 


TABLES ARE BROKEN DOWN BY JOBBER SIZE: 


e Smail—Under 1-million gal. annually, all products 
© Medium—1-million to 5-million gal. annually 
e Large—Over 5-million gal. annually 


TBA line 


Do not handle TBA........ .26% 
Average: 26% 
Handie TBA 
Average: 74% 
Handle line recommended 
by supplier 
Average: 80% 
Do not handle line recom- 
mended by supplier 
Average: 20 
Also handle other lines 
Average: 64% 
Don’t handle other lines 
Average: 36% 


Stations on salaried operation 


None— Average: 64% 
1—Average: 19 

2—Average: 9% 

3 or more—Average: 8%... . 


Who He Is, How He 


128 in 1957. This is based on the 75% of jobbers 
who have farm gallonage. 

He supplies 936 home-heating accounts. That’s 
up sharply from 546 in 1957, reflecting aggressive 
recruiting of new accounts. It may also reflect a 
trend toward acquisition of smaller fuel-oil busi- 
nesses by larger ones: in 1957 large jobbers aver- 
aged 1,531 accounts, today they average 3,055. 
Medium jobbers have remained at about the same 
level (529 in 1957, 512 in 1961) while small job- 
bers have grown some (188 in 1957, 233 in 1961). 

He supplies 40 commercial accounts. Tradition- 
ally, large jobbers have had the biggest share of 
commercial accounts, but they seem to be losing 
them. While large jobbers averaged 620 commer- 
cial accounts in 1957, they’re down to 133 this 
year. Only 28% of all jobbers move more than 
10% of their gallonage to commercial accounts. 


He supplies two marine, four construction and 
20 industrial accounts. The bulge here is in the last 
category, where large jobbers average 70 accounts 
against only six for medium jobbers and three for 
small jobbers. 

Most jobbers (74%) handle TBA, as in the past. 


Product delivery 


Distance between source of 
supply and base of operations 


Less than 10 miles... . 11% 


Average: 50% 


Pick up gasoline from supplier's 
storage point 
Nearly always..............23% 59% 
Average: 52% 
Sometimes—Average: 3%... 5% 2% 
Seldom or never 39% 
Average: 45% 


Deliver gasoline direct to 
accounts from supplier’s storage 


Nearly always..............17% 42% 56% 
Average: 39% 

Sometimes—Average: 24%... 16% 28% 22% 

Seldom or never 67% 30% 22% 
Average: 37% 
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Of these, 81% handle the line their suppliers 
recommend. But well over half (64%) also handle 
other lines. 

About 52% usually pick up gasoline direct from 
the supplier’s storage point. That’s a significant in- 
crease from 43% in 1957. But 29% of large job- 
bers seldom or never do—possibly missing a chance 
to cut costs. 

About 39% use direct delivery to stations, and 
an additional 24% do sometimes. Still, 30% of 
medium jobbers and 22% of large ones seldom or 
never do, possibly passing up another cost-cutter. 

Half the jobbers are over 50 miles from their 
source of supply. Of the other half, 20% are 25-50 
miles away. The smallest jobbers are NEW 
farthest away, in general, and the largest a 
jobbers are closest. This reflects their 
respective rural and urban operations. DATA 

Most jobbers (64%) don’t use salaried station 
operators. Those who do generally have to because 
of manpower problems. The exception is in the 
large-jobber category, where 20% have four or 
more salaried operations. This reflects a greater 
number of chain-type private-brand operations. 


Bulk plant ownership 


Own bulk plant(s) 
Average: 79% 
Don’t own—Average: 21%.. .26% 


Number of bulk plants owned 


1—Average: 66% 

2—Average: 20% 

3—Average: 8% 

4 or more—Average: 6%.... 

Average number owned 
Over-all average: 1.6 


Owned bulk plants: storage 


(tn gallons) 51 ,326 
Average: 205,015 


102,716 


Bulk plant leasing 


Lease bulk plant 
Average: 29% 
Don’t lease—Average: 71%. .80% 


Number of bulk plants leased 
1—Average: 84% 
2-—Average: 13% 


Average number leased 
Over-all average: 1.2 
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His Facilities, 


Equipment 


"Pgs JOBBERS keep adding facilities. That 
shows up clearly in NPN’s new survey. Since 
the last survey in 1957, the average jobber is likely 
to have acquired a station of his own, added a stor- 
age tank or two to his bulk plant—in some cases 
even adding another plant—and bought a tank 
truck, along with a truck of another kind. 

He needs these additional facilities to handle his 
rising volume in all products (see page 152). 

The average jobbership operates out of 1.6 bulk 
plants, up from 1.3 in 1957. That seems to reverse 
a generally recognized trend to fewer but larger 
bulk plants. Actually, it may not, says a marketing 
expert. He feels the increase is due to acquisitions 


Leased bulk plants: storage 


(in gallons) 75,694 
Average: 124,977 


132,096 141,771 


Terminal ownership 


Own terminal—Average: 4%. 
Don’t own—Average: 96%.. . 


Rolling stock owned 


Tank trucks—Average: 3.7... 
Semitrailers—Average: 1.0.. 

Full trailers—Average: 0.4... 
Other trucks—Average: 2.3.. 


Trailer-hauling arrangement 


Use own tractor only........22% 
Average: 52% 

Sometimes lease tractors. .. 
Average: 3% 

Always leased tractors 
Average: 3% 

Have no trailers. . 
Average: 41% 

Other arrangement... .. 
Average: 1% 





(Begins on page 149) 
of existing smaller jobberships. Such deals have 
been common in recent years. 
Average bulk-plant storage capacity is 205,015 
gal., up from about 138,000 in 1957. Most of this 
REND increase has come from expansion by 
larger jobbers; averages for small and 
2, medium-sized jobbers are closely in line 
: with 1957 averages. 
About 29% of jobbers lease bulk-plan storage, 
a practice that has increased in recent years. Sale- 
and-leaseback arrangements, either with suppliers 
or third parties, have become popular NEW 
as a means of freeing capital tied up in 


overhead. Storage at leased bulk plants, “aE 


however, averages less than for owned 
plants: 124,977 gal. 

Only 4% of jobbers own a terminal, but that’s 
twice the 2% shown in the 1957 survey. In recent 
years, a number of larger jobbers have found they 
can effect sizeable economies by installing their 
own barge or tanker terminals. This seems to be 
reflected in the survey. 

The average jobbership owns 7.4 trucks, up from 
6.3 in 1957. Over half are tank trucks; the average 


DATA 


Rolling stock: pieces owned 
Under 1,200 gal. 


Average number owned 
Over-all average: 1.1 


1,200-5,000 gal. 
None—Average: 29% 


3—Average: 8 

4 or more—Average: 15%. . . 

Average number owned 
Over-all average: 2.1 


Over 5,000 gal. 


None—Average: 51%....... 81% 

1—Average: 31% No 

2—Average: 8% 

3—Average: 4% 

4 or more—Average: 6%... . 

Average number owned...... 
Over-all average: 0.9 


Facilities, Equipment 


fleet has 3.7 today, against 2.8 in 1957. Average 
capacity is up, too. 

The average jobbership owns 3.9 stations, up 
from 3.2 in 1957. Small jobbers own 1.5 stations, 
down slightly from 1.7 in 1957. Medium-sized job- 
bers own 3.5, up slightly from 3.3 in 1957. The 
big increase, once again, shows up in the large- 
jobber category—from 6.6 in 1957 to 8.2 in 1961. 

In addition, the average jobbership controls seven 
more stations, through leasing or other means. 
Here, too, the big jobber has the lion’s share: 15.7, 
against 5.8 for medium-sized jobbers and 2.9 for 
small jobbers. 





COMING UP... 
@ The Truth About Jobber Profits 


@ The Future of the Jobber 
In the November NPN 











Own or operate service stations 


Own or operate 74% 
Average: 69% 

Don’t own or operate 26% 
Average: 31% 


Service stations owned 


None—Average: 17% 
1—Average: 21% 
2—Average: 15% 
3—Average: 10% 
4-10—Averane: 28% 


Average number owned 
Over-all average: 3.9 


Service stations leased 
or otherwise controlled 


None—Average: 22% 
1—Average: 8% 
' 2—Average: 11% 


4-10—Average: 30% 

Over 10—Average: 19% 

Average number controlled... 2.9 
Over-all average: 7.0 
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For gasoline merchandising 


at its very best... 





Model 48 (Unlighted) 


STYLED BY BRUCE KAMP ASSOCIATES 


na 


mve? Bowser presents Models 48 and 5]—the fresh new profile in 
— gasoline dispensing dependability. 
_— Beautiful to behold and beautifully built, this completely new 
—— Bowser line of fluorescent-lighted and unlighted pumps is the answer 
to today’s critical demand for creative merchandising equipment. 
The standout appearance of acclaimed contemporary design en- 
hances any station style, adds compelling eye appeal that wins at- 
tention, stimulates sales. 
Jeneath the glamorous exterior is a host of mechanical advances 
that improve reliability, prolong life and minimize maintenance. 
Both models available as complete suction pumps or dispensing 
pedestals for use with Bowser remote pumping systems. 


Write today for literature. 


BOWSER,INC. ¢ Fort Wayne, Indiana 


IN CANADA: S. F. BOWSER COMPANY LTD., HAMILTON, ONTARIO 
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INSTANT INVOICING SPEEDS DELIVERY 


-You can easily earn $360 more per truck, per season 
with new Lockheed Computing Register 


qThe moment you stop pumping, the Lockheed Computing 
Register is ready to deliver a completely calculated, printed 
invoice. All you do is turn the handle. You save at least one 
minute at every stop. If that minute is worth only 10¢, (usu- 
ally, it’s more) and you make, say, 30 deliveries a day, you 
save $3.00 daily. In an average 120-day heating season that’s 
$360. 
Cutting delivery time is just one of the ways the Lockheed 
Computing Register makes money for you. It eliminates 
errors. It saves clerical, typing, billing and mailing expense. 
On postage alone, the Register can save you hundreds of dol- 


co. 
ve 


? 


lars a year. It calculates sales tax, discount, and total price, 
automatically. And because every tenth of a gallon is figured 
in, the Register adds earnings you may now be missing. 

Other features: pre-set counter and totalizer, easy installa- 
tion on any meter, zero maintenance, a cinch to use. Impor- 
tant, too, the Lockheed unit builds customer confidence and 
employee goodwill 

See your oil equipment jobber for all the details. If he does 
not yet have this brand new product, please have him contact: 
Computing Register Sales, Lockheed Electronics Company, 
Metuchen, New Jersey, telephone Liberty 9-4430. 














Mann’s original design for the prefab station included a triple canopy with Lucite paneling on the sides 


Now You Can 


Kellogg Mann, Buffalo private 


brander, is selling his own 


design prefab service station 


pete OIL MARKETER Kellogg Mann is in 
the prefabricated-station business because he 
thinks there’s a demand for small, self-contained 


Kelco unit arrives at service-station site prebuilt with heed : ean 
service-station buildings at low cost. 


only plumbing fixtures missing 
The buildings he has for sale are already a 
success for his own independent-brand marketing 

company, Kellogg Industries Inc. 


How the Stations Succeed 


They’re successful in two ways. The first is in 
performing that hard-to-define, but important func- 
tion of attracting customers. The original, experi- 
mental station opened two years ago is still selling 
100,000 gal. a month. 

The second way the buildings are successful is 
as practical, operating units. They need only a 
minimum of care, and everything still works as in- 

: tended without significant alterations or repairs. 
Crane drops storage building, located in back of station, Mann calls his prefab buildings Kelco Pre-Built 
on pfe-poured concrete foundation * Gasoline Marts, and he sells them from his Buffalo 
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Trimmed-down version with single canopy and no light covers cuts 25% off original design cost 


Stations 


Cut Service-Station Costs 


headquarters, 1035 Niagara Falls Blvd., Buffalo 
26, N.Y. He believes they represent just about 
rock bottom in station construction costs for a 
gasoline-only type of marketing. That’s the way 
Kellogg Industries markets gasoline, using a family 
of related brand names such as Kel-Gas, K-Gas, 
K-Way and Kelco. 

Kellogg Industries has about 30 outlets, some in 
Buffalo and some in other cities as far away as 
Detroit. The business is only five years old, but 
it’s not Mann’s first venture. His original business 
was a major-brand jobbership, Kellogg Oil Co., 
which he sold to Ashland in 1954. 

As an independent, Mann generally goes along 
with typical private-brand theories of locating eye- 
catching, long-frontage outlets on main highways, 
with plenty of pumps,bright lights, and billboards. 


The kind of buildings he used to put up were 
also typical of many private-brand outlets. They 
consisted of a small masonry structure with a glass 
front and no bays. Simple as the buildings were, 
Mann observes that completed stations were costing 
close to $18,000, exclusive of land. 

While casting about for some way to cut the cost 
of new stations, Mann’s eye fell on the toll booths 
at the Canadian end of a toll bridge. He 
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learned the name of the booth manufacturer and 
with him developed the idea for the first of his 
“booth-type” station buildings. 


The Plan Evolves 

His plan was to use two buildings. One was a 
booth-type structure topped with a canopy, mount- 
ed right on the main pump island. The other was 
a storage building farther back on the lot. On the 
first trial of that plan, only the pump-island unit 
was a factory-made prefab. The storage unit was a 
locally-built, cement-block structure. 

The basic plan worked fine, but building costs 
were still higher than Mann wanted. One expensive 
feature of the original layout was the heavy struc- 
tural supports for the triple canopy. The single- 
canopy design now in use costs much less. 

Another item of expense was the Lucite paneling 
over the almost-solid lighting on the upswept cano- 
pies. No covers are used on the present lights. A 
saving of some 25% resulted from redesigning. 

Eventually, a prefab unit was developed to take 
the place of the masonry storage building. For new 
stations going up today, buildings are made in 
pairs, one for an island sales booth and one for 
storage. (Continued ) 





Kellogg Mann 


Stations 


Canopy for booth is 8-ft. wide, 40-ft. long, and is equipped 
with electrical outlets for incandescent spotlights 


(Begins on page 162) 

Keico Pre-built Gasoline Marts consist of a 
booth, a canopy, and a storage building. They are 
available at three prices: an economy model for 
$9,204; a super model for $10,763; a deluxe model 
for $12,204. 

All three units — booth, canopy, and storage 
building—are also sold separately in each of the 
three models. For example, an economy-model 
booth costs $4,134; a super-model storage building 
alone costs $3,570. The prices are FOB at the 
factory at Jamaica, L.I., N.Y. 


Low-Cost Angles 


There are two other low-cost angles, one defi- 
nite and one only a possibility. The definite saving 
is in expense of construction. 

The descriptive term “pre-built” is used to dis- 
tinguish these buildings from the usual prefabri- 
cated service stations. Prefabricated stations are 
usually shipped as knocked-down components, and 
assembled on the site. The Kelco buildings arrive 
completely assembled. A crane drops them into 
place on the foundation. 

The second possible saving is one that Mann 
hasn’t had a chance to try out yet. He has an idea 
that the booth-and-canopy building out on the 
pump island where it’s easily seen, will draw just 
as well on shorter frontage than is now used. 

Instead of the 300-ft. frontage formerly needed, 
Mann thinks that perhaps a 200-ft. or even 180-ft. 
frontage will be adequate. He also thinks the two- 
building plan may also make possible a reduction 
in lot depth. He sees a possible one-third reduction 
in land area. 


What the Stations Offer 


Kelco buildings have built-in, explosion-proof, 
Electromode wall heaters, lights, electrical outlets 


Multiplicity of small lamps on canopy permits flexible 
effects such as vari-colored flashing lights 


and insulation. The booth has provision for tele- 
phone connections, aluminum sliding doors with 
heavy rubber weatherstripping, and a desk-top 
supply cabinet with a cash drawer. 

Exteriors of both buildings are %4-in, Glasweld, 
available in several colors. Glasweld is a smooth, 
hard-surface material that needs no paint. Glasweld 
is also used for the interior of the booth and as an 
exterior facing for the canopy. The storage-building 
interior is unlined. 

The booth, canopy, and storage building have 
extra-heavy welded steel frames. The storage build- 
ing normally includes an electrical distribution 
panel and a compressor outlet. Optional facilities 
include a hot-water-heater outlet and a two-light 
pump-indicator fixture. 

A single toilet room, without plumbing fixtures, 
is built into the storage unit. Purchase and installa- 
tion of plumbing are the only significant extra 
expenses. 

The single toilet is Mann’s idea. “I’m building 
in one toilet only, primarily for our employes,” he 
says. “Furthermore, in future stations I’m going to 
have it facing toward the back where customers 
won't be reminded of it. I don’t see any need to 
provide such facilities for the general public today.” 

Canopies are 8-ft. wide and have an overall 
length of about 40-ft. They come equipped with 
either 12, 24, or 48 adjustable sockets for sealed- 
beam incandescent spotlights. The purpose of the 
multiplicity of small lights is to permit some flexi- 
bility in lighting effects. At one of Mann’s outlets, 
for example, the canopy has alternate groups of 
blue and white lights wired to flashers that impart 
a vari-colored moving pattern. 

Mann’s theory of gasoline-only marketing is at 
the root of his determined drive for low-cost sta- 
tions. “There’s no money in tires today,” he says. 
“The lube business is dwindling; long-lasting bat- 
teries are here; there’s nothing left but gasoline.” & 
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We Install 
CHICAGO RAWHIDE 








OIL SEALS 


This story 
never ends! 


OL ite TES OD GETS 


The setting in this service station could be in one of yours 
—the result: Your dealers selling more brake relines, more 
wheel repacks and, obviously, more oil seals. Have you 
investigated our ‘‘Sell Oil Seals” story—it does end in just 
30 minutes of your time, but your service profits do not. 
Write today to Mr. Earl Vick, Special Markets Division 
at C/R. 


CHICAGO RAWHIDE MANUFACTURING COMPANY 
SPECIAL MARKETS DIVISION + CHICAGO 22, ILLINOIS 





SEAL OF PROVED PERFORMANCE 
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== YOUR BEST LINE 
Rack Up More Business 
with this... 


SHOW EM 
AND 
SELL'EM 


This versatile display rack will invite sales 
for your dealers. Four sturdy shelves keep 
car polish, spark plugs, oil filters and many 
other items in front of your dealers’ cus- 
tomers as strong sales reminders. Mer- 
chandise will attract attention and sell 
faster when displayed on this new twin- 
pole AC Self-Merchandiser. This floor-to- 
ceiling sales builder also doubles as a 
storage rack. 

Both sturdy spring-loaded poles are heavily 
chrome-plated and adjustable from 6 to 15 
feet for firm floor-to-ceiling support. Four 
8-inch by 24-inch display shelves fit between 
the poles—and can be adjusted to any 
desired height. Each shelf carries an AC 
sales message. The shelves are crisp blue, 
white and red. The Self-Merchandiser 
installs anywhere—lube bay, office area, in 
the front window—even outside under a 
canopy or roof overhang. 


YOU GET ACTION WITH 
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OF SALES ACTION 
Calf-Merchandiser 


AVAILABLE WITH THE SPM-98 SPARK PLUG MERCHANDISING PACKAGE 


SPM-98 also includes: | 
ES 


TWO 8-PACS OF FAST-MOVING { 
AC FIRE-RING SPARK PLUGS Jan) 


The spark plugs contained in these 8-Pacs are type 
44 and 45—specified for use in many General 
Motors, Chrysler and American Motors cars. 


BROCHURE OF TRAFFIC-BUILDERS 


Door-opener to new business, the brochure 
includes a fine selection of inexpensive giveaway 
items: pens, ice scrapers, key cases and others, 
all easily personalized. Order blank and envelope 
are included. 


A REAL VALUE! Your dealer customers get 


the de luxe Self-Merchandiser, the Brochure of 
Traffic-Builders Items and two 8-Pacs of AC 
Fire-Ring Spark Plugs for only $17.28—with a 
qualifying order for 6 boxes of AC Spark Plugs of 
their choice. When they sell the two 8-Pacs, they 
recover the total cost of their SPM-98 package. 


AC SPARK PLUG RY THE ELECTRONICS DIVISION OF GENERAL MOTORS 


& ORDER FROM YOUR SUPPLIER NOW 
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== YOUR BEol LINE 


bigger better 


than ever 


rs BIG prizewise 


over 600 top-brand gifts 


Wait till your dealer customers feast 
their eyes on the vast selection of top- 
brand prizes that can be theirs, without 
cost, just for selling AC Oil Filters. 
They're all in AC's new, double-size 
Parade of Prizes Catalog. Items for 
outdoors, indoors, items for men, 
women and children—all de luxe, top 
quality. There’s never been a catalog 
like this—and it's all theirs to pick prizes 
from in the new AC Parade of Prizes. 


340 PRIZE POINTS 


They can be redeemed 
immediately for all sorts 
of valuable prizes from 
the Parade of Prizes 
Catalog—or saved for 
something bigger. The 
Parade of Prizes con- 
tinues through the year. 


YOU GET ACTION WITH 
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OF SALES ACTION 
arade of Prizes 


with the OFM-95 Oil Filter Merchandising Package 


i's BIG proritwise 


with built-in sales stimulators 


The OFM-95 package includes two type PF-2 
AC Oil Filters for Ford and Chrysler 
products. ACs are the finest filters made. 
But here's the big news! Now your dealers 
can choose—in their qualifying order—the 
AC Oil Filters that move fastest—for faster 
profits. Other sales and buying incentives 
make OFM-95 a highly profitable package. 


CONTEST CHART—Rivalry for sales among 
dealer salesmen will start as soon as this 
colorful chart is posted. Sales are easily , 
recorded for all to see as salesmen work 
harder for prizes and prestige. 


TRAFFIC-BUILDERS—In a special brochure 
dealers will find a top selection of inexpen- 
sive giveaway items—to stimulate more 
buying, and to increase customer loyalty. 


IT’S B G BARGAINWISE includes many no-cost extras 


is the regular 24-lot price of $3.80 for the two 


Dealers get 340 valuable prize points, the new 


giant-size Parade of Prizes Catalog, Contest 
Chart, Brochure of Traffic-Builders and two 
fast-moving AC PF-2 Oil Filters with the 
OFM-95 package. All they pay for this package 


AC Oil Filter elements—after a qualifying 
order of 24 Oil Filters of their choice. All the 
other items in the OFM-95 package are 
included at no extra cost. 


AC SPARK PLUG RP THE ELECTRONICS DIVISION OF GENERAL MOTORS 


© ORDER FROM YOUR SUPPLIER NOW 
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QUALITY AND 
QUANTITY 


AGAINST LEAKAGE 


SUBSTITUTION & DILUTION \ | 


QUALITY AND 
QUANTITY 


TRI-SURE® CAP-SEALS GIVE YOU POSITIVE PROTECTION 
TO SAFEGUARD THE CONTENTS OF YOUR METAL DRUMS 


and substitution, against evaporation and 


The Tri-Sure Metal Cap-Seal on your Tri-Sure Drum 
Closure is the recognized symbol of safety, the 
world over! It now has a new companion — the 
colorful new Polyethylene Cap-Seal. Tri-Sure 
Cap-Seals must be destroyed to be removed. 
Until then you know that the contents are sealed 
and safe against leakage, against pilferage 


AMERICAN FLANGE & MANUFACTURING CO., INC. 


CLOSURES 


contamination. You know and your customer 
knows that you have provided the finest protection 
for your product. Tri-Sure Cap-Seals are available 
in standard sizes. Safeguard your product, your 
prestige and your profits with genuine Tri-Sure 
Closures topped off with the Tri-Sure Cap-Seal. 


e 30 Rockefeller Plaza, New York 20, New York 


Factories: Chicago, Ili. * Linden, N.J. * Australian Branch: Villawood, N.S.W. * Subsidiories—Conada: Tri-Sure Products Limited, St. Catharines, Ontario * Brazil: Tri-Sure $/A Industria E Comercio, 
Sao Paulo * Mexico: Compania Mexicana Tri-Sure $/A, Naucalpan, E. De Mexico * Argentina: Tri-Sure Argentina $.R.L., Buenos Aires * India Tri-Sure India (Private) Limited, Goregaon, Bombay. 


170 


NATIONAL PETROLEUM NEws * September, 1961 





Tires—Batteries—Accessories 





se NC CMO 





eave WITH SAFETY ON FF PREMIUM TIRES 
 eeamuapamecnes eae eee RO NY 


Opening day at FF Auto Centre brought (I. to r.) Vanderbilt Tire 
president Harold Leitman, Delaware Township Mayor C. M. Weber, 
and Food Fair president Louis Stein. Store has complete line of TBA 


Supermarket Breaks Into TBA 


Food Fair, already in the gasoline business, has teamed up with 


Vanderbilt Tire & Rubber in a shopping-center TBA store 


F OOD FAIR STORES is now in TBA—at least in 


a partnership way—as well as in gasoline. 

The Philadelphia grocery chain invaded the gas- 
oline field two years ago (NPN—Oct. °59 p142; 
Feb. ’60 p82.). 

The first FF Automotive Center opened last July 
at Erlton, N.J., near Camden, in a shopping cen- 
ter that also includes a Food Fair supermarket. 

The store is operated by Food Fair’s partner in 
the new venture, Vanderbilt Tire & Rubber Co. 
of New York. The two companies are joint owners 
of a new corporation called FF Automotive Centers 
Inc. 


TBA Now, Gasoline Later? 


Although no gasoline is sold at this location, 
there’s a strong possibility that gasoline facilities 
will be installed later. The present plan, though, is 
for the gasoline marketing to continue under Food 
Fair management, while Vanderbilt concentrates 
on the automotive centers. 

More automotive centers are scheduled to be 
built at both new and existing Food Fair locations. 
Some will appear at places where a Food Fair 
gasoline station is already operating, but so far 
there’s no plan to link the TBA and gasoline units 
either physically or under a single management. 

Food Fair recently reported it has built 25 serv- 
ice stations on its supermarket parking lots and has 
15 new stations scheduled to be built. Altogether 
there are 437 Food Fair grocery outlets scattered 
over 10 eastern states. 
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In theory, it’s the tie-in with the Food Fair name 
that draws the customers to both the service 
stations and the automotive centers. In that respect 
the automotive centers are a natural for Vander- 
bilt. The Vanderbilt management has built a 
flourishing business with tire and accessory con- 
cessions in department stores and more recently in 
automotive centers operated in connection with 
suburban branches of department stores. 

The department-store activities are carried on 
under the name of “Tire Mart Stores,” a Vander- 
bilt subsidiary. Keys to its success are the trust 
and confidence people have in department stores; 
the opportunity to leave the car at the automotive 
center while shopping; and the store’s charge-ac- 
count facilities. 


Charge Accounts Available at FF 


The Food Fair automotive center also offers the 
advantages of a charge account to its customers. 
Most of Food Fair’s supermarket customers expect 
to pay cash, but the TBA customers, because of 
the larger amounts involved, would expect some 
sort of credit arrangement. For that purpose, the 
automotive center has its own credit system. 


No Lubrication, No Tuneup 


The FF Automotive Center offers no lubrica- 
tion service and doesn’t go in for tuneup work. 
And it doesn’t handle anything like the line of 
miscellaneous merchandise found in most accessory 
stores. 

(Continued on next page) 
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FF Auto Centre has six service bays in back of store to install line of TBA sold in front showroom 


(Begins.on page |7!) 

In fact, the front of the building, given over to 
shelf merchandise, occupies only 2,500 sq. ft. The 
main emphasis is on tires, batteries, brakes, muf- 
flers, shock absorbers, and wheel alignment and 
balancing, most of these require service-bay facili- 
ties. 

The service bays and stock room take up close 
to two-thirds of the building, and more bays can be 
added. The Vanderbilt people point out they've 
expanded some of their Tire Mart stores by string- 
ing extra bays onto the end of the original build- 
ing. But they never increase the shelf-goods area. 

One of the bays has a two-post mechanic’s lift, 
but the others are supplied with plenty of heavy- 
duty jacks and end lifts as well as a pair of Ro- 
tary’s special tire-shop lifts. Vanderbilt began using 
the short-rise Rotary lifts when they were intro- 








Who Is Vanderbilt? 


VANDERBILT TIRE & Rubber Co. has some 
wholesale and fleet business, but the bulk of its 
present volume comes from department-store con- 
cessions, first started at Macy’s in New York in 
1954, and now operated in a number of large- 
city stores. 

The company sells tires and batteries under 
its Own name but is not a manufacturer. The 
name comes from a small tire company bought up 
shortly after the war. Only the name was re- 
tained. 

Harold N. Leitman is founder and president. 
Annual sales run around $20-million, and the 
stock is listed on the American Exchange. 








In supermarket fashion, tire display includes price list 


duced about two or three years ago and finds 
them well suited for handling a large volume of 
tire mounting and related service. 

There’s an outside chance that lubrication may 
be offered in FF automotive centers eventually. The 
Vanderbilt people are experimenting with lubrica- 
tion service in one of the Tire Mart outlets, and 
if results are promising, all outlets may have it. 

If not, the FF centers will continue to plug their 
private-brand tires and the kind of accessories that 
require installation. There'll be one history-making 
change, though. Eventually the FF brand will ap- 
pear on the tires sold at the FF centers, 

Meanwhile there are service stations all around 
the shopping center at Erlton and they all offer 
lubrication service. But the FF automotive center 
has one asset none of the other stations have — 
it offers women customers a small but bright and 
clean place to sit in air-conditioned comfort and 
wait for their cars. 
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Just spot the car on the floor stops, position the pads and arms, 
and raise the lift . . . it’s that fast, that simple. With any car? Yes, 
any .. . large or small; domestic or foreign; old, new or yet to be 
built. And with Wayne's Universal Lift there is no crawling under. 
To adjust the pads, simply swing the arms out from beneath the 
car, using the hook provided. Then push the arms back to proper 
lift position. 


With its small superstructure and high degree of adjustability, the 
Wayne Universal Frame Lift gives you clear access to the entire car 
underbody. Mufflers, differential, brakes, suspension—everything 
is handy. You work at eyelevel, with plenty of headroom and a clear 
floor underfoot. You work faster and better; keep customers 
satisfied and get more return business. 


helps You make The Wayne Universal is a safe lift. Load on the arms is supported by 


' large underlips, which take all stress off the swivel bolts. The entire 

more profit on lift structure is rated to 8000 Ib. . . . and has been successfully 

a Ie tested far beyond this. Available in either full (E-6068-F) or semi- 

Wor hydraulic (E-6068-S) models, each with new minimum-friction pack- 

UNsStae ing that assures lift follow-through to floor after tires touch down. 
For complete data, request new Bulletin W-146. 


The Wayne Universal Lift can handle any car that 
turns into your station; retracts to 45% in. to clear 
the lowest import. Designed for maximum access 
to underbody for fast, profitable servicing. 


3-position, sliding contact pads STANDARD — ~ Pads also rotate 360° to permit |ift- 
are readily adjusted to reach and POSITION 1y ae 5 ing cars safely with lift arms offset 
support even the most inaccessi- y Lin from normal position, thus providing 
ble frame points. Extra reach in dT access to portions of underbody which 
raised position permits handling Y 4 might otherwise be obstructed. 

light trucks as well. 


#¢1 RAISED 
POSITION 


#2 RAISED 
POSITION 


THE WAYNE PUMP COMPANY  AToa rex a 


GASOLINE PUMPS AND 


Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


SERVICE STATION EQUIPMENT 


Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazil e Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, Italy 
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CASH-IN ON FAST LUBE SERVICE! If your lube bay is just an ordinary low-profit area, turn it into a gold 
mine with Alemite Strato-Line Lubrication Equipment. You save time and labor costs ... get faster turnover! No 
other pumps give you such instant power —with no time lag every time the gun hits the fitting. 
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MEET A MAN 
MAKING MONEY 


HE’S EARNING AN EXTRA $1,000 PROFIT! And so 
can you... on automatic transmission refill fluid and serv- 
ice... doing an average of just five jobs a week for one 
year. A portable Alemite Strato-Line drain rolls into posi- 
tion instantly —extends and holds firmly at proper height. 
An overhead reel delivers exact measure of AT fluid, power- 
pumped from original drum — completely protected from 
contamination. Result: a profitable operation completed in 
minutes —with less labor cost—with no hazard of customer 
complaints from grit or foreign matter entering the trans- 
mission. 

This is just another example of how Alemite’s complete 
line of automotive service products makes it possible for 
you to speed up service—make bigger profits from increased 
volume. 


ALSUNMEN 





ADD $3,102 TO YOUR YEAR’S PROFITS! Just a single 
job a day with the Alemite Cross-Sight Wheel Aligner does it. 
Simple to operate, fast and accurate—you become an expert 
on the first job. Works wherever the car is—inside or out... 
whether on a level surface or not. 
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BIG MONEY-MAKER FOR SMALL SPACE! The portable 
Alemite Spray-Kleen Car Wash Pump gives you high-pressure 
cleaning — with no costly, space-wasting installation required. 
You can eliminate slow, time-consuming hand wash jobs—con- 
vert a “nuisance” service to high speed, profitable power washes! 


MAKE AN EXTRA $3,800 PROFIT! Do it with the famous 
Alemite “On-the-Car” Wheel Balancer averaging just two jobs 
a day for a year. Exclusive Hand Strobe Light and pickup gives 
accurate meter reading indoors or outdoors — proves to your cus- 
tomer the need for balancing —shows perfect results when the 
job is completed. Gives both up-and-down, side-to-side correction. 


ALEMITE 


2 ea 


EWART- WARNER | 


CORPORATION 


[Symbol of| [Symbol of| 


IExcellence| 
Dept. DC-91, 1850 Diversey Pestenin, Chicago 14, Illinois 
In Canada: Stewart-Warner Corporation of Canada, Ltd., Belleville, Ontario 


Peewee eee eee eee eee eee wee ee ew eee 


Send for a free, fact-filled booklet telling 
the whole, big-profit story of Alemite 
Equipment. Indicate which specific 
products you are most interested in. 


STRATO-LINE LUBRICATION EQUIPMENT Oo 
Wheel Balancer [] Wheel Aligner () Spray-Kleen Car Wash (J 


Name 





City ..... . Zone Bi sicisciticnn 
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Dealers Must Give 


Additional Services 


Traditional services alone won't lead to 


dealer prosperity, says Shell's Russo 


EALERS CAN’T LIVE on “gas” alone, says a 

major company’s coordinator of dealer-serv- 
ice income, nor can they grow and prosper on 
traditional services only. 

The dealers who keep out of financial trouble 
and don’t become statistics in dealer-turnover 
records are those who offer additional minor-re- 
pair services, says A. J. Russo of Shell Oil Co.* 

“These men have taken the service station into 
its next logical phase of development—the service 
center where today’s motorists can take their 
complex automobiles for tuneup and many other 
quick services and adjustments,” says Russo. 


Where the Profit Is 


In the light-repair field one of the chief sources 
of profit is engine tuneup, Russo says. 

Until a few years ago, the process of learning 
the electrical background and the testing procedures 
needed to do tuneup jobs was a major deterrent 
to the average service-station dealer, Russo says. 
Now tuneup can be taught to persons with aptitude 
and attitude in approximately 40 hours. 

With the aid of modern ignition analyzers, test- 
ing has been simplified and diagnosis time cut 
considerably. 

“A repairman doesn’t need the complete theory 
of electricity in order to use an oscilloscope,” says 
Russo. 

“Today the average dealer can use one of the 
new oscilloscope engine testers, attaching it with 
a few simple connections, and in less than one 
minute he can check the entire electrical ignition 
system. 

To get the same information by traditional 
trial-and-error testing procedures can take as long 
as one hour Russo maintains. 

“These testers,” says Russo, “pinpoint any and 
all ignition electrical problems with uncanny ac- 
curacy while the engine is running, while the 
trouble is occurring, and in less time than it takes 
to clean a windshield. 

Curing the trouble, once its located, may require 
other equipment, Russo went on. “A timing light, 
a compression tester, and a voltage tester are 


*In a talk at Eastern TBA Conference at Pocono Manor, 
Pa. 


A. J. Russo: Light repairs mean profits 


very helpful in completing the tuneup job. Our 
experience indicates that this combination of equip- 
ment will quickly handle about 85% of tuneup 
problems in today’s automobiles.” 


What Goes With Tuneup 


Associated with tuneup, but not necessarily a 
part of it, are such related services as repair or 
replacement of the battery, the generator, and 
elements of the lighting system. Other needs often 
detected during the tuneup may call for replace- 
ment of the muffler, fan belt, oil and air filters, 
and even shock absorbers and tires. 

In fact, says Russo, light repair work for service 
stations should properly embrace all those jobs 
that affect car operation, safety or comfort, but 
do not require special facilities and do not tie up 
bay space for long periods. In this class are brake 
work and wheel alignment. 

Brake work is a service that can be learned in 
a very short time, Russo says. About two days 
combined instruction and practice is enough, main- 
ly because basic brake principles are the same 
for all cars, though brake design varies with the 
different makes. 

With a brake-drum lathe and a_brake-shoe 
grinder, a service station can do a job comparable 
to one done by the factory or car dealer, says 
Russo. Also, he says, having the equipment at 
hand cuts down the time the service bay is in use. 

Wheel alignment is a service that fits in with tire 
selling at the service station. It consists of restoring 
the adjustments of the front wheels so that caster, 
camber, and toe-in are correct as specified by the 
factory. 

It’s a simple and quick job to check those angles 
using modern, portable equipment, says Russo, 
and only a minimum of training is needed. Along 
with wheel alignment should go wheel balancing, 
he says. Both are profitable not only as service 
income but as a source of new tire sales. . 
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Sales go up...maintenance costs go down... when you 
present your merchandise in a showcase like this. 


LUSTERLITE Porcelain Enameled Service Stations dis- 

- play your company trade marks and products smartly, 

proudly, distinctively. LUSTERLITE Buildings are bright 

FREE: and clean—and they stay that way without heavy 
maintenance costs. All building surfaces are finished 


photos of ie ‘ 
in lifetime porcelain enamel. 


existing types— 
nae Remember: Your stations are your only personal, 


variety of floor plans. : 
Y P permanent contact with your customers. Make them 


No obligation. true showcases for your product—now, and for years 
to come...in present locations, or moved as traffic pat- 


terns shift. Your own designs, faithfully executed in 


LUSTERLITE 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


WRITE TODAY 











Quality . 2 


THE REST ECONOMY OF ALL 





One thing you know for sure as an 
Independent Oil Marketer—contrac- 
tors aren’t about to hand over their 
lubricant business just because they 
like you. 

They’re buying lower maintenance 
costs, maximum performance, and 
longer equipment life to meet rugged 
contract demands. 

With Sun’s full line of quality petro- 
leum products, you can build your 
reputation for service. When you sell 


PIONEERING PETROLEUM 


under your own brand name, Sun 
will back you with the product know- 
how, selling helps, and the savvy you 
have a right to expect from a major 
oil company. 


Your local Sun representative can 
help you plenty. Call him. Or, if you 
prefer, write directly to Sun Oil Com- 
pany, Dept. ..P9, 1608 Walnut 
Street, Philadelphia 3, Pa. InCanada: 
Sun Oil Company Limited, Toronto 
and Montreal. 


PROGRESS FOR 75 YEARS 
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Talking TBA 


Questions and answers 
at recent TBA meeting 
_.. The ‘soft sell’ 


ONE OF THE LIVELIER aspects of 
the Eastern TBA convention at Po- 
cono Manor was the question-and- 
answer _ sessions. 
It was during one 
of these sessions 
at this year’s 
meeting that 
Shell’s A. J. Rus- 
so bolstered the 
case for oscillo- 
scopes in a novel 

way. 
“Teaching the 
use of the scope 
By is simple,” said 
Frank C. Sturtevant Russo. “I even 
taught my wife how to use it.” Subse- 
quently Ruth Russo confirmed that 
she had indeed once learned how to 
interpret scope patterns. That prob- 
ably proves, more than anything else, 
Russo’s true gift for teaching. (For 
a report on Russo’s speech, see p. 

176). 

At any rate, in spite of Shell’s en- 
dorsement, there are many oil and 
automotive experts who are either un- 
convinced or are actively against the 
use of scopes in service stations. 

As pointed out in NPN’s special 
report on tuneup (NPN—August 
p119), there are those who don’t be- 
lieve the extra cost of a scope can 
be justified. Still others hold that only 
a small fraction of station operators 
can benefit by using a scope. 

Walter E. Anderson, Globe-Union 
vice president, was asked during one 
of the question-and-answer sessions 
about the future of the wet battery. 
“The shelf life of wet batteries has 
been greatly improved,” he said, “but 
we still have to contend with an acute 
slow-turnover problem. A dealer who 
sells 50 batteries a year will have 
about a third of his inventory on hand 
longer than a year. That’s too long to 
store wet batteries without any atten- 
tion.” 


mJust recently one of the oil com- 
panies that has done well in the TBA 
field gave its dealers some hints on 
how to sell TBA without “barbershop- 
ping” or overselling. That’s so unusual 
as to call for comment. For the most 
part TBA men never mention “barber- 
shopping.” 

To be sure, the objectionable sales 
tactics once made famous by barbers 


were abandoned so long ago the term 
itself may be unfamiliar by now. Yet 
the possibility of antagonizing custom- 
ers by overselling is very real to lots 
of service-station dealers. 

For what strange reason, then, do 
oil-industry TBA specialists ignore the 
existence of that silent sales deterrent? 
Is it against the rules even to mention 
such a negative influence? 

Of course it’s a tradition of success- 
ful salesmanship to exude enthusi- 
asm, confidence, and self-assurance. 
At dealer meetings it’s expected, and 
no doubt dealers who go to meetings 
find the inspirational approach all very 
entertaining. 


Tires—Batteries—Accessories 





But in their hearts many of them 
detest the word “sell” and will never 
admit that they are “salesmen.” 

It all goes back to their basic trou- 
ble: a lack of skill to sell by indirect 
suggestions—or, to use that old stand- 
by phrase, to sell by pointing out the 
need. 

To be sure TBA men have ham- 
mered away at that theme often 
enough. Indeed, they should keep it up 
because showing a motorist what his 
car needs is a true example of the 
service that sells. 

The trouble is nobody ever spells 
out for the dealer just how it can be 
done without “barbershopping.” 











ALL-PURPOSE METER 


serves long-standing need 


Here is a high quality meter of 
moderate cost that fills a long-felt 
need on farms, in business and 
industry. Capacity is 15 g. p.m. 
Operates efficiently on portable 
Or stationary pumps; electric, 
gasoline or hand powered, and 


SYMBOL OF EXCELLENCE 


TOKHEIM 
697 SERIES 
hol ait fol al-10laal-1am Olt -) 


on gravity tanks with liquid flow 
as low as 3 g.p.m. Calibration 
adjustment. 100-gallon register, 
100,000-gallon totalizer. Over 
1,000,000-gallon life expectancy. 
Listed by Underwriters’ Labora- 
tories. Write for bulletin today. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Ave., 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ont. ; Tokheim International, A.G., Lucerne, Switzerland 
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ORONITE 
C 9 
presenis 


the first 

ashless 

“rm ad cCletergent 
' additive 


This new additive offers compounders and oil marketers the opportunity to provide 
their customers better motor oils. It’s being offered alone or in formulations containing zinc 
dithiophosphate known as Oronite 1200 Series lubricating oil additives. 


Developed specifically for low temperature (stop-and-go) gasoline engine service conditions, 
these new additives also provide good high temperature gasoline and diesel performance. 
The low ash content offers better control of engine combustion phenomena with 

resultant lowering of octane requirement increase and reduced surface ignition tendencies. 


Both lab and field tests have demonstrated significent advantages from oils 
compounded with Oronite 1200 Series additives. Why not get the complete story? 
See how the oil products you produce or market can be made more saleable. 


Contact the Oronite office nearest you. 


CALIFORNIA CHEMICAL COMPANY 
ORONITE DIVISION 


EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 
SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattle 
FOREIGN AFFILIATE e California Chemical international, inc., San Francisco, Geneva, Panama, Sao Paulo 6962 





MOTor ol! 
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Equipment 


New 10,500-Gal. Refuelers 


Shell Oil is using big-capacity 
units at major U.S. airports 


VER SINCE jets began to fly the commercial 
E routes, outsize tank trucks on a single chassis 
have been the norm at many airports. Up to now 
the largest of the straight trucks have had a maxi- 
mum capacity of 8,000 gal. 

In the past three years, Shell Oil Co. has de- 
signed and put into service over 50 of the 8,000- 
gal. units. Recently Shell designed and bought a 
few 10,500-gal. refuelers for use by airport dealers 
at Boston, Detroit, Miami, and other airports 
where transoceanic jets arrive. 

Basically, the new 10,500-gal. tank trucks re- 
semble the 8,000-gal. units, with some important 
differences. 


What the Differences Are 


The gross loaded weight of the new tank truck 
—manufactured by Wilco Inc., Kenton, Ohio, and 
KW Dart, Kansas City, Mo.—is 100,186 Ibs. The 
predecessor 8,000-gal. truck weighs 83,300 Ibs. 
The front axles carry 48,485 lbs., compared with 
40,800 Ibs. on the 8,000-gal. truck. The rear-axle 
load is 51,701 lbs. compared with 42,500 Ibs. 


How the Tank Truck Delivers 

A Gorman-Rupp, 6-in. pump delivers jet fuel 
at 600 gpm through a 6-in. Bomar emergency 
valve, a 6-in. Brodie meter, and a Briggs filter. 
The filter location is a new idea. The filter is 
vertically mounted in a well built into the center 
of the truck tank and is held in place by welded 
supports at either side. 

The two Hannay hose reels have an extra-high 
flange on one side. The large flange area makes it 
possible to double wrap the hose part way on the 
reel. 

Two 50-ft. lengths of Hewitt-Robins hose are 
attached to each reel with Evertite quick couplers. 
In addition, two lengths of 3-in. hose are carried 
on the deck. Hoses are fitted with Parker under- 
wing nozzles. 

The truck also supplies diesel fuel to the jet- 
starter vehicle. For that purpose the tank truck also 
is fitted with a length of conventional curb-pump 
hose and nozzle mounted in the side cabinet. 


Bottom-Loading Safeguards 


Ihe Bomar emergency valve is fitted with a 
safety-vent spill. If the float at the top of the tank, 
or any other part of the bottom-loading control 
apparatus, fails to shut off the incoming flow when 
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Giant 10,500-gal. Shell refueler is on single chassis 


the tank is full, the safety vent diverts the stream 
over the side, preventing rupture of the tank. 

The Brodie bottom-loading system has a manual 
precheck valve that can be opened before loading 
begins. The precheck valve lets a stream into the 
internal float chamber for a preliminary check on 
shutoff operation. 


Pumping-System Safeguards 


The deadman control consists of a Norris but- 
terfly air valve controlled by a Bettis Robotarm, 
spring-return air cylinder that actuates the line 
shutoff. The valve-actuator cylinder is mounted 
on the shutoff valve in the cabinet at the side of 
the truck. 

Brodie float shutoffs, connected in series with 
the deadman air supply, are located in tank and 
filter sumps, and have interfacial floats that shut off 
whenever the water level gets too high. 

Another float shutoff in series with the deadman 
air supply stays open in kerosine but drops in air. 
Thus, if the truck tank runs dry, the float control 
will shut off flow and prevent pumping air into 
the plane. 

The conventional vents at the top of the truck 
are built into a closed cabinet with downward 
overflow pipe through the tank, so that normally 
the top of the truck needs no attention at any 
time, even if snow, ice, or water accumulate. 

Since the 10,500-gal. tank truck is used to fuel 
more than one type of plane, the operator has to 
make connections to wing tanks at different heights 
from the ground. For that purpose a platform of 
steel grating can be raised or lowered by a manu- 
ally operated hydraulic jack. The hose reels on 
one side of the platform and the cab on the other 
remain fixed—only the platform rises. ® 


181 





J07% MORE 











GUARDIAN Royal-T 


... the established popularity leader in quality island lights 
is better and brighter than ever! For years, Guardian's 
ROYAL-T has enjoyed the reputation of being one of the finest 
island lights available. Exceptional light utilization, rugged 
construction, and daytime beauty built its popularity. Time has 
tested and proved it. And now, engineered for Ultra High Out- 
put lamps, the Guardian ROYAL-T combines established quality 
features with new, stepped-up performance. Using six 1500 
MA lamps, instead of six 800 MA type, results in a 90% in- 
crease in total light output—at a nominal increase in cost! 











WRITE OR WIRE FOR DESCRIPTIVE BULLETIN. ADDRESS DEPT. N 


=" Guardian Light Company 


Noarik’s 500 NORTH BLVD. + OAK PARK, ILLINOIS 


Representatives in All Principal Cities 
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WHAT’S 
NEW 
IN 
EQUIPMENT 





AKRON 
PERE x 





Hose coupling 

. uses high-tensile aluminum ferrules 
said to be 400% stronger than thin-drawn 
brass ferrules, and 40% lighter than 
other makes. Features include rounded 
outer edges, mating splines, positive lock- 
ing shoulder, and ferrule serrations. 
Akron Couplings Div., Akron Brass Mfg. 
Co., Wooster, Ohio. 


Jack adapter 


. converts WA-52 hydraulic bumper 
jack into a two-stage lift. Adapter can 
be used in low-stage position for tire and 
brake work; and with the self-storing ex- 
tension, for muffler service. Weaver 
Manufacturing Div., 2100 S. 9th St., 
Springfield, Ill. 


Truck meter 


. . of 120 gpm capacity has a newly 
improved push-lever preset register with 
emergency stop. Other features include 
two-stage control valve with built-in 
back-pressure valve, and easy-access 
cover for strainer. Rockwell Mfg. Co., 
400 N. Lexington Ave., Pittsburgh 8, Pa. 


Refueler station 


. .. for airports is a complete, compact 
unit for servicing private and smaller 
commercial planes. All components are 
mounted on a common frame that can 
be located on a concrete base or on 
tamped gravel. Capacity 30 or 60 gpm. 
Ardmore Products, 1835 Shermer Rd., 
Northbrook, Il. 


Steel pail 

. called the U.S.S. Taperite is a new 
design that combines a tapered shape and 
an embossed cover that makes storage 
and handling easier. Nesting empty pails 
is said to cut storage space by two-thirds. 
Filled pails can be stacked by fitting bot- 
toms into embossed covers. Covers may 
be applied with existing closing tools. 
United States Steel Corp., 525 William 
Penn Place, Pittsburgh 30, Pa. 


Dust caps 
. of neoprene are designed for fast 
pop-on, pop-off action. Protect exposed 
halves of quick couplers from dirt and 
damage. Retaining chain can be attach- 
ed to built-in eye. Sealtite caps available 
-, and 3-in. sizes. General 


Truck cab 


. . . features full insulation against heat, 
cold and noise, all-weather ventilation 
and multiple adjustments of driver posi- 
tion. New cab is 72 in. wide at rear, has 
36-in. door opening, measures 90 in. from 
bumper to back of cab. Available in steel 
or aluminum. White Motor Co., 842 E. 
79th St., Cleveland 1, Ohio. 
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ae 
NEW CHEMICAL 
PRODUCTS 


AUTOMOTIVE 
CHEMICALS 


ARROW LABORATORIES, INC., with over 20 
years experience in research, development, 
manufacturing, packaging and shipping of 
automotive chemicals, now invites inquiries 
from major oil companies, independents and 
private-branders for the development and 
supply of new chemicals as well as for all 
other chemicals sold to the automotive trade. 


ARROW LABORATORIES, INC. 


Marketing Division 
31 Westmoreland Avenue 
White Plains, N.Y. 


NEW JERSEY 





Big PRICE SIGN 


OF 
DURABLE 
GAS 
PLASTIC 
ON YOUR 
PUR so 


—_ a. 


WILL GUIDE CUSTOMERS 
TO THE GAS THEY WANT 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 
PENNSYLVANIA 


E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 


TEXAS 


24777 TAM 


Forevery size coiisumer- 
commercial account. 




















ACME EQUIPMENT CO. 
3238 Chaffin St. 
Houston 17, Texas 




















Of all replacement parts, 
only mufflers make so much profit, 
so fast, so often 


Ken Richcreek, AP Sales Manager, 
discusses service station muffler 
business from your point of view. 


Four out of every five cars on the road need a muffler 
replacement. Is it any wonder, then, that exhaust system 
parts are by far your service station’s best-selling replace- 
ment item? It is also quite natural that most service stations 
have taken on this quick-turnover, highly profitable business. 
Muffler installation requires no capital investment and only a 
minimum of technical skill. The substantial extra profit 
means a happier and more successful dealer who is far more 
likely to stay in business and to expand on a sound basis. 

Your major concern must be the quality of the mufflers 
sold by your dealers and the time the installation takes from 
their regular duties. And this is where AP offers the ideal 
answer. AP longer-lasting mufflers are made with coated 
steels averaging 22.4°% heavier than competitors, and feature 
exclusive ““Dri-Flow” design to cut down internal rust. 

AP’s pneumatic muffler gun and installation manual, 
which your dealers can get free, enable them to install most 
mufflers in 15 minutes or less. And no other part brings so 
much profit, so fast, so often per car. 

That’s why thousands of progressive dealers are taking on 
the AP line for high extra profit. Invariably, they find this 
most-needed service increases traffic, ups their sales of 
petroleum products. Doesn't it make good sense for your 
dealers to increase business and profits with AP? 


THE AP PARTS CORPORATION 
22V AP Building, Toledo 1, Ohio 


AP MUFFLERS ARE SOLD BY MORE DEALERS THAN ANY OTHER BRAND 


| 


Equipment 





Portable outlet reel 

provides 3-way outlets wherever 
needed in service station, bulk plant, or 
shop. Cord pulls out to any desired 
length up to 15 ft., and retracts auto- 
matically. U.L. approved. Cordomatic, 
Dept. P, 17th & Indiana Ave., Philadel- 
phia 32, Pa. 


In-line blending 


. of component stocks, TEL, and addi- 
tives to form specification gasolines can 
be done with a new line of packaged elec- 
tronic control systems. Method is said to 
assure exact desired composition ready 
for delivery. Fischer & Porter Co., 801 
Jacksonville Rd., Warminster, Pa. 


Roof-repair material 


. in liquid or plastic form comes ready 
to use and may be applied on wet or 
dry surfaces. Liquid Revere Wet-Seal is 
used on large areas with numerous leaks; 
plastic for seams, flashings, cracks and 
similar leaks. Revere Chemical Corp., 
2010 E. 102nd St., Cleveland 6, Ohio. 


Special cat-walk 

. is designed as a safety measure in 
cleaning tank trucks. Feature is a series 
of counter-balanced, nonslip platforms 
that automatically rise out of the way 
as workers step off. Bustin Steel Products 
Inc., Dover, N.J. 


Can fill-height 


. inspection at the rate of 1,000 per 
minute is possible with a new high-speed, 
X-ray inspector. Speed and longer life 
result from use of new ion-chamber de- 
tection system in place of former crystal 
detectors. General Electric Co., 4855 W. 
Electric Ave., Milwaukee, Wis. 


Air-tool kit 


. with variable speed adjustments, in- 
cludes right-angle motor assemblies and 
adaptors for eight different tool applica- 
tions. Operates from service-station air 
supply. Automotive Division, Aro Equip- 
ment Corp., Bryan, Ohio. 


Check valve 


. . . iS a new, One-piece vertical unit 
with low flow resistance, and a double 
guide arrangement to eliminate sticking 
of the poppet in open or closed position. 
Interior parts of brass enclosed in a one- 
part bronze casting eliminate corrosion 
problems. Reda Pump Co., Bartlesville, 
Okla. 
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Light hose is easy to handle, 
speeds fuel oil deliveries 


HAT B.F.Goodrich hose is 20% 

lighter, much more flexible than 
other tank truck hose of the same size 
and specifications. It’s a 3” hose, but 
the driver made the connection with 
no strain. Even in the 4” size, this hose 
is so easy to handle and carry that one 
man can unload it, hook it up and 
reload it on the truck without help. 
And by using a larger size hose, a truck 
can make faster deliveries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich hose is made possible 
by the use of high tensile nylon cord in 
the reinforcement. This adds strength 


without extra weight, makes the hose 
so flexible it can take a sharp U-turn— 
even an O-bend—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof 
There’s no danger of swelling or flaking 
even when (as shown in picture above) 
hose is carrying No. 6 fuel oil that’s 
heated to 100°F. The thick tough cover 
is built for rough use, too. Dragging it 
over concrete or gravel won't harm it. 
Letting it stand in gasoline, oil or grease 
won't damage it. 

This new B.F.Goodrich hose is known 
as Type 82-A—an improved hose that's 
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easier to handle, can make faster de- 
liveries, and reduce operating costs. Let 
your B.F.Goodrich distributor tell you 
more about it, or write B.F.Goodrich 
Industrial Products Company, Dept.M-188, 
Akron 18, Ohio. 


B.EGoodrich 


FUEL OIL HOSE 


185 








Equipment 


Truck faucet 


. of aluminum has flanged inlet and 
3-in. straight pipe-thread outlet. Only 
812-in. long,. design permits disc assem- 
bly to lift entirely out of line of flow in 
full open position. Buckeye Iron & Brass 
Works, P.O. Box 883, Dayton 1, Qhio. 


Tapered pail 

. has built-in depressed panel in the 
cover said to provide excellent locking 
when filled pails are stacked. Same clos- 
ing tool can be used for nesting pail as 
for straight-sided pail. Bennett Industries 
'nc., 115 Washington St., Peotone, Ill. 





Truck tank 


. designed for carrying a maximum of 
packaged goods, has four enclosed barrel 
carriers, two on each side. Top flashing 
that conceals fill caps is flush with top of 
conventional cab. Newberry Equipment 
Co. Inc., P.O. Box 293, Memphis, Tenn. 


Three pumps 


. have been added to Viking’s line of 
helical-gear-driven units. They are heavy- 
duty, positive-displacement, rotary pumps 
of 200, 300, and 450 gpm capacity suit- 
able for pressures up to 200 psi. Viking 
Pump Co., Cedar Falls, la. 


"15 to 
450 gpm! 


VIKING’S 


ENLARGED LINE OF HEAVY DUTY 
HELICAL GEAR DRIVEN PUMPS 


ABOVE--Figs. 288 and 383 
units with size ‘‘C’’ reducers 
capable of handling up to 25 
H.P. at 350 pump R.P.M 
40 H.P. at 520 pump R.P.M 
20 to 450 G.P.M. capacities 
Five gear ratios available 
using one gear case. Six 
pump sizes in this series 


You now have an even larger range of Viking’s 
helical gear drive units to fit your pumping jobs. 
Speed and capacity now range from 15 to 450 
G.P.M. They're ideal for handling all petroleum 


products from gasoline to grease. Pumps equipped 


BELOW—Fig. 288 units with 
size ‘‘B’’ reducers, capable 
of handling up to 10 H.-P. at 
1750 R.P.M. motor speed. 15 
to 225 G.P.M. capacities. Six 
sets of gearing using one gear 
case. Six pump sizes in this ¢ 


series 


with packing or mechanical seals. Gear reducers 
independently mounted. All components can be 
quickly changed. Step up your delivery with these 
quiet, positive discharge, self-priming pumps! 


Send today for Catalogs CR and SP-534R 


SO VIKING PUMP COMPANY 


YEARS 


Cedar Falls, lowa, U.S.A. 


In Canada, It’s ‘‘Roto-King’’ Pumps 


Offices and Distributors In Principal Cities. See Your Classified Telephone Directory. 





Tandem suspension 


. enables trucks to carry up to 434 Ib. 
more payload with a more comfortable 
ride loaded or empty. Manufacturer also 
claims unique spring attachment and 
simplified seat assembly permits quick 
parallel adjustment and easy axle re- 
moval. In the Taper-Leaf suspension, 
each spring consists of two leaves of 
equal length, giving a bending strength 
equal to multi-leaf springs, but with less 
weight. Rockwell-Standard Corp., Trans 
mission and Axle Div., Detroit 32, Mich. 


Storage-rack line 


. has been standardized to permit 
shipment from stock. Line consists of 
four upright frames and four pairs of 
shelf beams. Palmer-Shile Co., 16000 
Fullerton, Detroit 27, Mich. 


Equipment Literature .. . 





Equipment catalog 


. presents a complete line of service- 
station valves and fittings. Includes re- 
cently introduced automatic nozzle, 
emergency valve, leak-detector valve, 
3-in. and 4-in. tight-fill equipment, new 
manholes, and several new angle and 
check extractor fittings. Catalog SSE-1 
available from Buckeye Iron & Brass 
Works, PO Box 883, Dayton 1, Ohio. 


Pump catalog 


. gives examples of bedplate-mounted, 
gasoline-engine, and_ electric - motor 
driven units in the Roper 3600 line. In- 
cludes data on 54-lb. tank-truck pump, 
and on the new high-capacity Fig. 3638 
with alloy aluminum in the housing. 
Roper Hydraulics Inc., Commerce, Ga. 


Hose catalog 


. presents complete line of marketing 
hose including portable-tank gasoline 
dispensing hose, underground flexible 
connectors, swivel couplings, and pro- 
pane-butane hose. Ask for Bulletin S- 
502A, Hewitt-Robins, Dept. MH, Stam- 
ford, Conn. 


Rockwell meters 


. for all applications are illustrated in 
a new catalog. Includes data on 14 basic 
types from 14 to 1,000 gpm, and 13 
meter accessories such as temperature 
compensators, registers, and remote regis- 
tration equipment. Catalog P-100. Rock- 
well Mfg. Co., Industrial Meter Div., 
300 N. Lexington Ave., Pittsburgh 8, Pa. 


Semisteel valves 


. . . and accessories in the Rockwell- 
Nordstrom line are described and illus- 
trated in a new bulletin. Gives specifica- 
tions for semisteel straightway, steam 
jacketed, multiport, and _ special-order 
valves. Bulletin V-203, Rockwell Mfg. 
Co., Nordstrom Valve Div., 300 N. Lex- 
ington Ave., Pittsburgh 8, Pa. 
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seals ti ht e Let’s get basic: The prime function 

4 © of a valve is to shut off a line. And 
Rockwell-Nordstrom valves do this job better than any other valve on 
the market. They live longer, too, saving you money every year in 


valve replacement. The cost? No more than ordinary valves. Write for 
complete information. 


ROCKWELL- Nordstrom: VALVES 


another fine product by & 


ROCKWELL 


Write to: Please send me Bulletin V-217. 
Rockwell Manufacturing Company 
100. N. Lexington Ave., a 
Pittsburgh 8, Pa. 
Canadian Valve Licensee: Company 
Peacock Brothers, Ltd. 
Box 1040, Montreal, Quebec Street 7 
Rockwell International, S.A. 
81 Rue de la Servette City Zone State 
Geneva, Switzerland asi 

















Equipment Suppliers . . . 


Ralph N. Brodie Co., San Leandro, 
Calif., has completed a new midwestern 
warehouse, sales, and service headquar- 
ters at 801 Circle Ave., Forest Park, Ill., 
a Chicago suburb. The new building pro- 
vides twice the space of the former 
Forest Park plan. W. B. Kerr is midwest 
division manager for Brodie. 





* 

Kenworth Motor Truck Co. of Seattle, 
sold the first of its new 90-in. BBC 
trucks to Younger Brothers Inc., petro- 
leum haulers of Houston. The 90-in. 
bumper-to-back-of-cab measurement per- 
mits Younger to haul a 40-ft. tank-trailer 
in a state with a 50-ft. overall vehicle 
limit. 

e 


Open more consumer accounts, and 
increase good will from present 
customers, with pumps from Fill- 
Rite . . . where consumer pumps 
are not a secondary item to “round 
out the line”. . . but the products 
on which our business and reputa- 
tion have been built. 

Fill-Rite pumps have established 
enviable records in consumer satis- 
faction. Their clean, attractive lines 
and simplicity of design and con- 
struction give you an outstanding 
unit at the lowest possible cost... 
both to purchase and maintain. 
Motor and pumping unit are 


Equipment People . . . 





James E. Doelling, former vice presi- 
dent of Bowser’s industrial division and 
Richard J, Ryan, former manager of the 
Bowser meter and general line depart- 
ment, have formed a new firm, Systems 
Engineering & Sales Co., 6222 Kent Rd., 
Ft. Wayne, Ind. They will design liquid- 
handling systems and distribute Rockwell 
meters, pumps, tanks and filters, and 
related equipment. 

& 

Carl Bergman, president of Bridgeport 
Chemical Corp., together with vice presi- 
dents Sydney B. Smith and Edward Wynn 
have opened a West Coast office for the 
sale of the company’s Glass Armor 
method of repairing domestic fuel-oil 
tanks. Smith and Wynn are in charge 


SAPINS 
in pumps 
for consumer 


accounts 


bolted together permitting direct 
pump drive... no belts, pulleys 
or gears to service. 

Now the advantages of Fill- 
Rite’s design are reinforced by the 
facilities of the Tuthill Pump 
Company .. . leaders in industrial 
pumps for over 30 years. Fill-Rite 
will continue the same fine ser- 
vice you have enjoyed... without 
changes in manufacturing and dis- 
tribution personnel... but addi- 
tional capacity will permit better 
service, and even faster deliveries. 

Call your Fill-Rite distributor 
today. 


TUTHILL PUMP COMPANY 


[oct 15 tae alot tar. | 


NATIONAL 





of the western office, known as Tank 
Liners Inc., at 2191 N.W. Savier, Port- 
land 10, Ore. 
° 
Russell T. 
Walker is the new 
administrative vice 
president of A. Y. 
McDonald Manu- 
facturing Co. He 
was formerly vice 
president and gen- 
eral manager of 
the Montgomery 
Ward Credit Corp., 
secretary - treasurer 
: of National - U.S. 
Walker Radiator Corp., 
and corporate secretary of the N.Y. 
Central Railroad. 
° 
Fred J. Hagy 
has been named 
general manager of 
sales for the A. Y. 
McDonald Manu- 
facturing Co., in 
addition to his cur- 
rent responsibility 
as manager of 
branch houses. 
With McDonald 
since 1935, Hagy 
was manager of 
the Waterloo, 
Iowa, branch for 12 years; was promoted 
to merchandising manager in 1959; and 
became manager of branch houses in 
1960. 


Hagy 


@ 

Roscoe M. Rob- 
erts has been 
named general 
sales manager of 
the Canco Div. 
of American Can 
Co. He was form- 
erly assistant to 
the sales vice pres- 
ident. Other 
changes include 
four new assistant 
general managers 

Roberts of sales to super- 

vise field operations: Douglas M. John- 
son of New York, M. M. Nield of Chi- 
cago, W. V. Lyons of New Orleans, and 
F. J. Dowling of San Francisco; Two 
other assistant general sales managers 
for New York staff functions are: Ed- 
mund Hoffman Jr. and David E. Ressler. 
« 

James P, MecNicholas has been named 
central region sales manager of the con- 
tainer division of Rheem Manufacturing 
Co., with headquarters at Chicago. He 
succeeds A. W. Nides, who has been 
promoted to marketing vice president 
and is now located at the container di- 
vision headquarters at Linden, N.J. 

. 

William R. McCowan is now district 
manager in Kentucky and Indiana for 
R. C. Ford Associates Inc., with head- 
quarters at P. O. Box 109, Anchorage, 
Ky. 

« 
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NYLON tires are stronger around the cash register, too! 


A nylon tire sale being rung up on the cash register 
has a nice healthy sound to it. The profit from the sale 
is healthy, too. Because, level for level, nylon tires retail 
for more, and your profit margin is bigger. And nylons are 
the easiest tires to sell. Buyers don’t have to be urged 
to spend a little more for them because they are already 
convinced of the superior strength and safety that come 
with nylons. The proof of this: Each year since introduc- 
tion more and more people have purchased nylon cord 
tires, and, in 1960, 50% of all replacement tires sold 
were nylons. If you want to beef up the ring of your 
cash registers—and your profits—feature nylon tires. 


THE SAFEST, STRONGEST TIRES 
ARE MADE WITH 


NYLON 


aU PONT 


REG. U.S. Par. OFF. 
BETTER THINGS FOR BETTER LIVING . . . THRO 


September, 1961 * NATIONAL PETROLEUM NEWS 











BEST BUY FOR 
STATION AIR 


NEW WORTHINGTON 
MONOBLOC “Sa COMPRESSOR 


Based on first costs, on operating costs and on safety, 
too, your best buy for service station air supply is the 
new Worthington MONOBLOC X Compressor. 
Here’s why. 

First, all your money goes toward buying a quality 
motor, quality compressor, controls and tank. You 
don’t waste it on unnecessary belts, belt-guard, sheaves, 
long base and on the labor required to assemble them. 

In installation, the MONOBLOC saves you $30 or 
more in parts and labor because it comes completely 
wired. There’s no starting switch to buy, install and 
wire in. No belt alignment and adjustment. 

Note that the MONOBLOC fits wholly over the 
tank itself with no overhang. This saves valuable 
space, of course. And the whole compressor is more 
stable, better balanced and, because it is lower, easier 
to service, too. 

Safe? Absolutely—there are no exposed rotating 
parts anywhere on the MONOBLOC X Compressor. 


To give you the long operating life with the least 
maintenance, the MONOBLOC is built with the new 
Worthington X Compressor design. The wide-stance 
X-shape virtually eliminates harmful vibration because 
it balances all reciprocating thrusts better. The single 
(instead of two) rotating element helps eliminate vibra- 
tion, too. 


In addition, a silicon-treated filter element removes 
over 99° of the dirt from incoming air—the most 
dangerous source of compressor wear. The tapered 
roller bearings cut friction. Stainless steel valves 
eliminate corrosion no matter where the installation. 

The MONOBLOC X Compressor is available in 
sizes to handle any combination of lift and tool air 
service. For full information, call the Worthington 
Distributor listed in your Yellow Pages. Or write 
Worthington Corporation, Section 34-9, Holyoke, Mass. “ 


WORTHINGTON 
PRODUCTS THAT WORK FOR YOUR PROFIT 








WHAT’S 
NEW 
IN 
TBA 





Alignment rack 


. is shorter than a medium-sized car 
yet accommodates all models, large and 
small. Suspends all wheels for brake and 
tire work. Hinged runways permit rear 
half to be raised and lowered to double 
as both ramp and runway by means of 
air cylinder. The power rack is anchored 
with lag bolts and no special foundation 
or footings are needed. Bear Mfg. Co., 
Rock Island, Ill. 


Curing tube 


. of a new, highly flexible material is 
said to require only 6 lbs. of pressure to 
collapse it, compared with 25 lbs. for 
existing tubes. Tube is self lubricating 
and resists oxidation without the use of 
glycerine. Howard Babcock, Mer., News 
Bureau, Goodyear Tire & Rubber Co., 
Akron 16, Ohio 


Utility flashlight 


. . . has a suggested resale price of 99¢ 
without batteries. Case resists oils, most 
chemicals and withstands temperature 
extremes. Magnetic model also available 
has a suggested retail price of $1.99 
without batteries. Union Carbide Con- 
sumer Products Co., 270 Park Ave., New 
York 17, N.Y. 


Tire rack 


. . . for storing tires in service stations 
consists of four vertical steel T-posts 
supporting several pairs of horizontal tire 
bars attached at different levels. Bars 
can be moved up and down to suit tire 
sizes. Penco Div., Alan Wood Steel Co., 
200 Bower Ave., Oaks, Pa. 


Radiator-cap cover 


. of inexpensive plastic fits over cap 
to prevent injury during removal. Made 
of “Alathon” cover, it’s said to withstand 
heat of direct contact with a steaming 
radiator as well as rough handling. 
Easily removed for constant re-use. Mc- 
Camey & Co., 803 14th St., Orange, Tex. 


Tuneup assortment 


. .. includes regulator-tester, combination 
tach and dwell, ignition efficiency tester, 
power timing light, and metal storage 
rack. Rack either hangs on wall or 
mounts on bench with an easel support. 
C. E. Neihoff & Co., 4925 W. Lawrence 
Ave., Chicago 30, Ill. 


Boot patches 

. in the new Flexicross line are said 
to handle tire repairs of all sizes. Vary- 
ing, multiple-molded criss-cross plies are 
said to give extra-high tensile strength. 
Ace Rubber Co., Box 6147, Dallas, Tex. 


Premium tire 


. added to the U. S. line is the first to 
make use of polybutadiene synthetic in 
the tread. Tire has a four-row tread of 
long, slender elements interlaced and is 
claimed to offer a quiet, stable ride. 
United States Rubber Co., 1230 Sixth 
Ave., New York 20, N.Y. 
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Alignment check 


. .. by a new method consists of a series 
of metal-card overlays for the Bear No. 
27 magnetic gage. Each “Check-O- 
Matic” card is numbered to match a par- 
ticular car model and contains factory 
specifications for that model. Adjusting 
the leveling bubble shows at once if 
wheels are out of line, and how many 
shims must be added or removed. Bear 
Mfg. Co., Rock Island, Ill. 


Heavy-duty lamps 


. constitute a new Westinghouse line 
said to give longer life under conditions 
of shock and vibration. Suitable for 
trucks, including small pickup types, and 
passenger cars used in rough service. 
Westinghouse Electric Corp., Bloomfield, 


Brake-spring tool 


. Is designed to be used in one hand, 
thus freeing the other hand to line up 
the brake shoes. The Herbrand No. 264 
has three specially designed ends to han- 
dle both return and retaining springs 
without changing tools. Herbrand Tools, 
Fremont, Ohio 


Radiator cap 


. called the “Roto-Safe” is said to 
vent steam safely through the overflow 
pipe by a twist of a lever on top of the 
cap. Valve opens by finger pressure and 
remains open without holding. AC Spark 
Plug Div., General Motors Corp., Flint 
2, Mich. 


Battery tester 

. .. is a new, fully transistorized unit 
said to be small enough to fit in a shirt 
pocket. For use on 12-volt batteries, 
tester shows a green light if voltage is 
high enough and a yellow light if volt- 
age is too low. United Motors Service, 
Div. of General Motors, General Mo- 
tors Bldg., Detroit 2, Mich. 
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Tires—Batteries—Accessories 





TBA Suppliers .. . 


’ Both Warner-Patterson and Dupont are 
promoting a high-pressure nozzle for 
back-flushing cooling systems. Both com- 
panies are Offering the nozzles free to 
dealers with various combination pur- 
chases of radiator chemicals. 

A brochure describing two new flush- 
ing methods, one a fast-flush, and the 
other involving the use of the pressure 
nozzle, is available from Warner-Patter- 
son Co., 600 S. Michigan Ave., Chicago 
5, or Warner-Patterson Co. of Canada 
Ltd., Toronto 2, Ont. 








Here’s how Graco 
can cut service 


department waste, labor! 
i 


A four-page illustrated folder showing 
the step by step procedures for the two 
methods is available from Automotive 
Specialties, WT-900, Du Pont Co., Wil- 
mington 98, Del. 


* 

Champlin Oil and Refining Co. of Ft. 
Worth, Texas, has signed a sales-com- 
mission agreement with Goodyear for the 
complete Goodyear TBA line. This is 
Champlin’s second such contract, the first 
being with Firestone. Champlin markets 
through about 1,200 stations in eight 
midwestern states. 

* 








When Gary White Sales and Service 
of Gary, Indiana moved into their 
new service facilities they found 
Graco equipment had greatly im- 
proved their lubrication department. 

Graco remote pumps and an 
underground oil tank kept lubri- 
cants out of the way and enabled 
money-saving bulk purchases of 
lubricants. Graco ‘‘Fireball’’ pumps 
on remote location efficiently 
delivered lubricants to dispensers. 
Heavy duty Graco overhead reels 
brought the lubricants to the serv- 


ENGINEERS AND MANUFACTURERS 


ice areas . . . made lubricants in- 
stantly available, ended hose clutter. 

All in all, Graco equipment 
greatly reduced Gary White’s waste 
and labor. Why not let Graco do 
the same for you! 


FREE! sens today for your free 


copy of Graco's lubrication equip- 
ment catalog. Detailed descriptions 
and specifications of Graco equip- 
ment are there to help you plan your 
service facilities. 














GRAY COMPANY, INC. 


965 Graco Square 
Minneapolis 13, Minnesota 


SEE PHONE BOOK YELLOW PAGES “LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 


NEW YORK TROIT 
RAvenswood 1-8585 
PHILADELPHIA 
BAidwin 6-3031 


DE 

TRinity 3-6900 
HOUSTON 
WaAlnut 6-1781 


ATLANTA CHICAGO 
TRinity 6-6374 MAdison 6-7048. 
SAN FRANCISCO 

MArket 1-5941 


TBA People... 








Maury C. Reid 

has been named 

manager of U. S. 

Royal tire centers. 

He was wholesale 

sales manager for 

Rayco Manufac- 

turing Co. before 

he joined U. S. 

Rubber last year. 

He succeeds Jo- 

seph W. Lockhart 

who _—has___ been 

Reid named manager of 

national-account sales. Reid has charge 

of the operation and expansion of U. S. 

Rubber’s growing string of company 
stores. 

° 


Thomas C. Page has been named plan- 
ning and research manager for Ford 
Motor’s national parts and service de- 
partm-ut. He is now responsible for 
lor.g-range policies and plans to improve 
the company’s position in the parts and 
service market and to review and ana- 
lyze parts- and service-market penetra- 
tion. 

5 


John Waroblak 
has been named 
manager of petro- 
leum company 
sales for B. F. 
Goodrich. He suc- 
ceeds John W. 
Brewster who is 
now sales man- 
ager for the B. F. 
Goodrich Austral- 
ian subsidiary. 
Waroblak has 
been manager of 
dealer expansion, district manager at 
Memphis, and manager of sales planning 
for replacement tires. 

« 


Jack Nemeth, one-time TBA manager 
and more recently sales promotion man- 
ager for Conoco, has moved up to direc- 
tor of West Coast sales, and is now 
located at Los Angeles. He has appeared 
several times as a speaker at TBA con- 
ventions. 


Waroblak 


John Bury has 
been promoted to 
assistant general 
sales manager of 
Purolator’s  after- 
market division. 
Since joining Pu- 
rolator in 1939, 
Bury has served as 
salesman in New 
York state and in 
the metropolitan 
area and has most 
recently been sales 

manager of the warehouse distributor 
division. He is co-chairman of the Manu- 
facturers Advisory Council for the Auto- 
motive Warehouse Distributors Assn. 
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Pe ecpeneihidwaihied with 
additive beyond ha? a degree in mechanical 
Bp seat es a sure knowledge of 


vaitication te a 


assistance. oie the additives 
~ Norm has to offer are: . 


Detergent-Inhibitor Additives 
Amoco 121 barium detergent 
Amoco 193 zine dialkyl dithio- 
phosphate inhibitor aré blended 
in a wide range of combinations 
to comprise the Amoco 200 
Series Detergent-Inhibitor 
additives. They perform six 
important functions in 
moter oils: (1) Give high- 
temperature 

(2) Inhibit low- temperature 
deposit formation, 

(3) Neutralize acids, . 

(4) improve viscosity index, 

(5) Inhibit oxidation and 
bearing corrosion, 

(6) Reduce valive-train 

wear. 


Norman Schumacher 

and other experienced 
petroleum additive 
representatives will be 

giad to tell you more 

about the Amoco Petroleum 
Additives. Cali them or use 
this convenient coupon. 


ee Tt leadieennienneniienienal 


Please send me information about [|] AMOCO 200 Series Additives 
[] Please have a representative cail on me. 


AMOCO CHEMICALS CORPORATION 
_. . Department 4665 Name a 

130 East Randolph Drive + Chicago 1}, Illinois Title. 
Company 
Address 


























WHAT'S 
NEW 
IN 
PREMIUMS 





i j oa %. . 


n= 40 ae 
> wiet * 


SILVERPLATE TRAY in pierced pattern 
comes in a variety of sizes. Dealer price 
for 12%-inch size is $3.25. Quantity 
prices on request. Special Promotion Di- 
vision, Oneida Silversmiths, Oneida, N. Y. 


se @ ELASHDRY ; 
INK MARKERS 


INDELIBLE INK bottle has a built-in felt 
tip for marking clothes, tools, toys, pack- 
ages. A cap seals the tip when it is not 
in use. The price is $5.62 for two dozen 
4-cc size, or $9.94 for 8-cc. Nason 
Trading Co., 303 Fifth Ave., New York 
City 16. 


40-OUNCE CHILLERS are available in five 
patterns and plain; alone and with six 
matching juice glasses. Prices in quan- 
tity about 15¢ for the chillers, 5¢ for a 
a glass. Anchor Hocking Glass Corp., 
Lancaster, Ohio. 


STRAW COASTERS are handmade of rafia 
and decorated with colored bands. Eight 
of the coasters are packaged in a poly- 
ethylene bag with‘a header. Ordered in 
quantities of 1,000, the price is $3.90 
per dozen. Better Housewares Co., 25-12 
41st Ave., Long Island City 1, N.Y. 


CHARCOAL-FIRE STARTERS ignite charcoal 
or campfires quickly using a 1-inch cube. 
Price in bulk range upward from 7¢ for 
set, depending on packaging. Esquire 
Manufacturing Co., 1110 Grand Ave., 
Kansas City, Mo. 





Looking for a selection of 
liquid loaders and liquid 
loading equipment? Look to 
OPW — you'll find liquid 
loaders by the dozens. 
SLIDE SLEEVE TYPES, 
SCISSOR ARM TYPES, 
BOTTOM LOADERS, SHORT 
RANGE AND LONG RANGE 
TYPES . . . A COMPLETE 
SELECTION. SIZES FROM 
: we. 


Special Loading Problone 9 


Standard OPW products can be arranged to Catalog LL q 

solve the problem and save you many dol 

lars. Choice of 4 different loading valves. DOVER CORPORATION Opw DIVISION 
Selection of construction materials. Dozens ; 

of different swivel joints. Long or short 2735 COLERAIN AVENUE + CINCINNAT! 25, OHIO + KIRBY 1-5400 + TWX CI-416 
drop tubes 


ONLY opw OFFERS YOU 
ALL THREE METHODS FOR 
BALANCING LOADING ARMS 


Brand new cata- 
log gives you all 
facts, figures about 
OPW Liquid Load- 
ers. Filled with 
drawings, photo- 
graphs, charts to 
help you. Write 
today, ask for 





* counterbalance 
* compression spring balance 
* torsion spring balance 


VALVES, COUPLINGS, SPECIALTY PROOUCTS FOR HANOLING HAZAROOUS LIQUIDS 
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CHEVRON) 


STATION 


You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS” acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
““PLEXIGLAS for Signs” and arrange a showing of 
our 20-minute color film, ““The Sign of PLEXIGLAS’’. 


ROHM F 
HAAS = 


PHILADELPHIA S,PA. 


In Canada: Rohm & Haas Company of Canada, Lid., West Hill, Ontario 


PLE XIGLAS 
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STATIONS DESIGNED Bad 


TOTAL 
SERVICE 
CONCEPT 


BEST DRESSED 
DEALERS 


TENNECO LOOK 


Tenneco. The new look. Profitable from the word go 
And we're going. Bright, roomy, clean stations where 
people are happy to drive . dealers are proud 
to operate. Dealers in neat, comfortable uniforms. 
Uniforms that say, ‘this guy's a pro’’. And he is! He’s 
deen especially chosen for his job. He's backed up 
oy big-time promotions nobody's ever thought of 
before. Year ‘round advertising that gets to the pub- 


s that really sell.e And prod- 


ucts. ‘Total Gasolines”. . .Tenneco Regular and 
Tenneco Premium have the same premium ingredi- 
ents. The difference is in octane rating. New oils. 
Oils that work with Tenneco gasolines so perfectly 
we Call them ‘‘Quality Twins”. # The time is right. 
Tenneco is new, big and going places. Contact your 
Tenneco Representative. He'll give you the facts. 
Tenneco is the sign for you. TENNECO OIL COM.- 
PANY, P.O. BOX 18, HOUSTON, TEXAS. 


TENNECO...SIGNPOST FOR THE SIXTIES 


196 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: The growing use of kerosine as a commercial jet fuel is 
already making its mark on the space-heating market for distillate-type fuels. No. 
2 grade distillate fuel is taking more of the home market page 199 


Market Outlook: Midcountry marketers are wondering how the gasoline market, 
which seemed so right, went wrong so fast, and fuel-oil sellers are waiting to see 
if the sun will set on their hopes for a good season page 200 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer .......... 
Market outlook ...... . POT Key crude oil prices ..... 
Refinery/terminal prices .. . 
Tank-wagon prices 

Petroleum indicators Prices in 55 cities 

State gasoline consumption NPN gasoline index 


STATISTICS 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








MILLIONS OF BBLS. 
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NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
August July August 
1961+ 1961 1960 
Gasoline 
(regular) 11.84 11.89 11.96 
Kerosine 9.65** 10.71 11.17 
Distillate 8.69 8.67 8.77 
Residual 4.66 4.66 4.60 
4 principal 
products 9.11** 9.18 9.34 
Lube oil 24.59 24.58 24.40 
Crude at 
well ($ 
per bbl.) 2.89 2.89 2.88 


*Weighted average price, princi- 
pal markets. Crude prices middle 
of month, not monthly average. 

*Through Aug. 11. 

**On new basis. 











* Hawaii included from March 60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 


Finished and unfinished gasoline (thous. bbl.) 


Kerosine (thous. bbl.) 

Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) 


Refinery Activity 


August 196i* 
192,098 
32,123 
137,927 
50,005 
255,187 


July 1961 
193,669 
32,050 
131,250 
49,902 
254,477 


August 1960 
190,322 
33,379 
152,158 
47,177 
234,091 


Crude runs to stills (thous. bbl. daily) 8,448 8,226 8,250 
Foreign crude included (thous. bbl. daily) 1,141 1,098 1,056 
% of refinery capacity operated 85.1 82.9 84.2 


Refinery Output 
Gasoline (thous. bbl. daily) 4,324 4,277 4,287 
Kerosine (thous. bbl. daily) 378 351 368 
Distillate fuel oil (thous. bbl. daily) 1,977 1,875 1,874 
Residual fuel oil (thous. bbl. daily) 820 808 843 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 7,038 6,956 6,940 
Crude oil imports (thous. bbl. daily) 1,233 1,213 1,057 
*Through Aug. 11, except crude stocks, Aug. 5. 

Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) 
Average station sales—all commodities ($-million) 
Service station sales—all commodities ($-million) .... 
+Gasoline consumption (million gal.) . . 

Passengers cars—domestic shipments (thous. ) 

Trucks and buses—domestic shipments (thous.) . 
Passenger car replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) . 


Latest Month Previous Month Year Ago 
5,919 (May) 5,595 6,548 
21.35 (August) 20.57 21.75 

. 1,595 (June) 1,540 1,524 
5,037 (April) 5,216 5,202 

557 (June) 529 596 
87 (June) 86 89 
7,524 (June) 6,944 7,099 
1,674 (May) 1,334 1,650 
38.1 (May) 38.1 36.6 
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The Outlook for Light Heating Oils 


Home use of No. 2 oil increases 
as jet planes take more kerosine 


HE GROWING USE of kerosine as jet fuel in 

commercial aircraft is already making its im- 
pact on the distillate-type fuels used mainly in space 
heating. 

The consumption of kerosine as range oil or No. 
1 fuel oil, has declined since 1958, when it first 
came into large-scale commercial use as jet fuel, 
and it may be expected to decline further. But 
large gains in commercial jet-fuel demand will come 
in 1961 and following years. 

A larger share of the light heating-oil market this 
winter will be supplied by the No. 2 grade distillate 
fuel. Consumption of this grade has been growing 
over the past decade, and sales in 1960 were 341,- 
650,000 bbl. (see chart). 

The current differential between the wholesale 
price of kerosine and that of distillate fuel oil is 
giving impetus to replacing kerosine for space-heat- 
ing use with other distillate-type oils. In 1960, the 
average wholesale price of kerosine in nine U.S. 
refinery markets was 11.17¢-gal., as compiled by 
the Economics Bureau of Independent Petroleum 
Assn. of America. The wholesale price of light fuel 
oil was 8.79¢. The price differential of 2.38¢ was 
the largest on record. 

For eight U.S. refinery markets, excluding the 
West Coast, the differential between the wholesale 
price of kerosine and that of light fuel oil was 
1.08¢-gal. in 1960, as compiled by IPAA. 

Consumption of commercial jet fuel supplied by 
U.S. refiners in 1960 was 33,519,000 bbl., as com- 
pared with 5,709,000 barrels in 1957, when it was 
first reported separately from other products by the 
Bureau of Mines. (Table 1) Estimated demand is 
55,000,000 bbl. for 1961 and 70,000,000 bbl. by 
1964, as the commercial airlines in this country 
replace their piston-engine planes with turbine- 
engine aircraft, which include both jets and prop- 





Jet Fuel’s Growing Slice of Kerosine Sales 
(000 Bbi., Bureau of Mines data) 

Commercial Other Total 
Jet Fuel Uses Demand 
132,519* 
109,920 
113,330 


Year Range Oil 


1960 79,012 33,519 
1959 86,491 14,432 
1958 89,277 6,063 
1957 75,650 5,709 26,728 107,700 
1956 86 ,050 30, 784 117,324 
1955 84,331 31,550 116,810 


*\Includes jet fuel for use in commercial aircraft, not fully included in 





20 ,000 
22,005 
19,180 








previous years. 
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U.S. LIGHT HEATING OIL 
DEMAND BY GRADES, 1950-1960 
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jets. (These estimates of future demand seem war- 
ranted in view of a survey of turbine-engine fleets 
of the world’s commercial airlines made by Esso 
Air World. Its compilation shows that 33 American 
companies, in May of this year, were operating 440 
turbine-engined aircraft this May, with 280 more 
to be delivered by the end of 1964. 


The present largest use of kerosine is classified as 
range oil. It’s used for space heating in non-central 
installations, cooking, heating water, and drying 
crops and other industrial uses. Sales of range oil 
in 1960 were 79,012,000 bbl., having dropped more 
than 10,000,000 bbl. from 1958. Some kerosine is 
used as No. 1 grade heating oil, which has proper- 
ties similar to kerosine’s. Total consumption of 
range oil and No. 1 fuel oil in 1960 was 136,665,- 
000 bbl., down by 17,000,000 bbl. from 1956 (see 
chart). 

Sales of No. 2 grade distillate heating oil in 1960 
were 341,650,000 bbl., 4% more than in 1959. 
Sales of all heating oils showed a gain of less than 
3%. No. 2 grade is a medium-light distillate used 
principally for domestic central heating. It is burned 
as an atomized spray in gun-type burners. 

Sales of the heavier No. 3 and No. 4 grades of 
distillate heating oils in 1960 were 40,000,000 bbl., 
representing a small growth in consumption over 
the past decade. 3 





Market Outlook 





Riding for a Hard Fall? 


LJ OW CAN A MARKET that seemed so right go so wrong, so fast? That’s 

the sticky question that has Midcountry suppliers pondering the injustice of 
it all this month, following a snappy switcheroo from the upbeat product price 
conditions of late July to the downbeat depression of late August. 


Such abrupt, unanticipated softness assailed interior gasoline prices in August that 

suppliers approach September with mammoth misgivings. Their inability to main- 

- tain spot or contract postings during the peak season, despite the added and un- 

usual support of extraordinarily “clean” tank wagon postings, forebodes trouble 
for the off-season. 


Stimulating aspirin sales are stocks that have been twisting out of line under 
the impetus of record runs with the possible result that inventories soon may be 
a negative rather than a neutral influence. Also, signs point to a spread of the 
third-grade pump-battle, which probably will heighten private-brand buyers’ pres- 
sure for discounts. In addition, recent contract bidding reflects a shrinking of the 
differential for premium over regular grade from the posted 2.75¢ or 3¢-gal. to 
around 2¢ in the Great Lakes Pipe Line area. 


Distillates Await Trial 


Fuel-oil sellers have hardly begun their day in court yet, so it would be prema- 
ture to say the sun is setting on their hopes for a good season. But conspicuous by 
their recent absence from the buying place are those numerous suppliers who were 
shopping and swapping for fuel in July, in the expectation of rising prices before 
expiration of summer-fill. Discounts of 0.25¢ to 0.375¢-gal. have shown no 
tendency to vanish from Chicago or Group 3 markets, although prices are sharply 
lower than a year ago. Also, stocks are excessive, differentials between grades are 
narrowing, and the gas threat has stimulated speculation that other companies 
might follow Sohio’s lead in guaranteeing retail accounts a price ceiling for the 
entire season. 


Key Crude Oil Prices (As of Aug. 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 
California 
Wilmington, 31 gravity i (cents per gal.) 
Texas } ef 12.38 
ine Bm sour, 36 gravity ....... 2.79-2.93 Month earlier 16.31 12.44 
Oklahoma sweet, 36 gravity ....... 2.62-2.97 Year earlier 17.93 13.00 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania Dealer index is an average of dealer tank wagon 
EE eee ee rere Tee 4.80 : : a: 
Conede prices ex tax in 50 cities. 
Alberta 
Getter gen dry ATOLL 2.38 Tank car index is weighted average of following 
Venezuela . 
Bachaquero heavy, FOB La Salina, wholesale markets for regular-grade gasoline, FOB 
ss SU vaste lig. ike ea Gi apiece 1.85 refineries or terminals: Oklahoma, Chicago District, 
Middie East , : , 2 i riseneinagiy te 
Persian Gulf, FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- 
PON; Oe GI ooo i sce e hve awe we 1.80 sonville, Boston and Gulf Coast. 
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Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, _ fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel])—8 refinery 
markets and 7 crude producing areas. east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price Kerosie, No. 1-12. “12.4 


Service, NPN’s associated publication. Arrows , : No. 2 f rlt.6 
indicate upward and downward movement of 

the price preceding the arrow. Prices as of 

Aug. 15. Last previous listing: July 17. 


Diesel oil, shore 


Motor Gasoline 


Gulf Coast 
100 oct. prem.... :12.25-13.5V 60 oct. & below. Bo 
$9 oct. prom... .12. 125-13.75 No. 


Baton Rouge, La. 
Kerosine, No. 1. . 
. eae ‘9.6 


98 oct. prem... . .12-13.25 


97 oct. prem..... 
95 oct. prem... .. 
$3 oct. prem.... 
92 oct. prem... .. 11 


11.875-12. a7 
11.75-12.25 


-11.25-11.75 


11-11.5 


90 oct. prem... . .10.75-11V 


87 oct. reg. 


Mass. 
Prem. grade 
Reg. grade 


Buffalo, N. Y. 
98 oct. prem..... 
92 oct. reg..... 


eng hag c. 
Prem. grade 


Reg. grade 


Chicago, ti. 

99 oct. prem.... 
$98 oct. prem..... 
97 oct. prem..... 


92 oct. reg 


Detroit, a 
98 oct. prem. 
92 ect. a 


Jacksonville, Fla. 
Prem. grade 


Reg. grade 


91 oct. reg. 


Reg. grade 


Philadelphia, oa 
Prem. grade. . 


Reg. grade 


Port E 


verglades, 
Prem. grade 


Reg. grade 


Savannah, 


Reg. grade. al 


Tampa, Fla. 
Prem. grade 
Reg. grade 


Reg. grade 


Okla. (Okla. Sinpt. 
99 oct. prem... . 


91 oct. reg. 


Okla. Group 3 


10.375-10.875 
14.4W-16.2 
wiv 


17.8 


.-14.3 


14.25-14.75 
12.25-12.75 


-13.875W-14.125 


11.75¥- 


-.14.5-15.15 
12,25-12.9 


15.254-16.25 
14.25 


Wlinneapells-St. Paul 
99 oct. prem... . .15.68'W-16.68 


12.93V-13.68 


.-17.5-18.7 
14,.5-16.2 


Fila. 
14.25-16.9 


12.25-13.9 


14. ‘ -14.75 


--12.54-12.75 


14.54-16.8 
12.54-13.8 


ts a -16 
13 


eye se 


New Mexico/West Texas 


Diesel oil, shore § 


oc 
60 oct. & below. 


.14.75-16.25 
..12:75-13.99 
~11.75-12.5 


eet meet 4 fame 


99 oct. prem. 


94 oct. prem..... 


92 oct. prem..... 


91 oct. prem... ..1 
89 oct. prem.....11.5 


86 oct. reg. 
84 oct. reg. 


Kans. (For Kans. 
99 oct. prem..... 


91 oct. reg 


Oil City 
98 oct. prem... 
93 oct. reg. 


Boston, Mass. 
Kerosine, No. 1. .10. Py at -ll. Pye 
No. 2 fuel 9.94-10.4A 
destinations 
1 ie p 0.8A-11. ny 
13W-13.12 ‘ $3 50A-3.5 
$2.74-2.79 
1475-15 —" 
13.2 


California—Los Angeles District 


100 oct. a. 
98 oct. prem.. 
94 oct. prem... 
88 oct. reg. 


San 

Fonds Troek C Truck (: 
98 oct. ag 
88 oct. reg. 


a 25 Page 
7 12.34-12.8 
Diesel ..11.64-12.2 
; . 2 f .. LL 3A-11.8 
No. 5 fuel 9.25 
No. 6 


(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher. 

Charleston, S$. C. 

Kerosine, No. 1. .11. 4A 

No. 2 fuel. 10.74 

Diesel oil, shore 


meee 8] 


3-18.8 


Chicago, Il. 

Range oil, No. 1. .9.25-11.85 
i ee 8.75-10.85 
No. 5 fuel, low 


sulfur 
No. 6 fuel, high 
sulfur 


Cleveland, Ohio 

No. 5 fuel 9.9° 
No. 6 S 
*Delivered Cleveland 


Distillates & Fuels oo 


Gulf Coast Cargoes 
pay Faery kero. .9. sh -10. a 


0. 2 fuel 8. 
ss a gas oll..8.8 


48-52 di. 


Bunker C fuel 
Bunker C fuel 
max 1% sulf.. 


gas 
43-47 d.i. gas a8 20 
$2.20- 


, N.Y. 
—. No. 1. 
No. 2 fuel 


re 9.875 
75 
~9.625 
aad No. 6 fuel. < 222), 8.6 
.$2.45-2.55 pee a 
erosine, No. 1. .10W-10. 35 
10.1 a 
o. 2A-11.15 9.5 
.2A-10.5 


0.9 
$3.6O)-4.124 
$2.72 


0. 
10.05A 


Cc. 
bunkers 
Minneapolis / he Paul, Minn. 
oe ie oll, No. 1..10.43-10.68 
fuel....... 9.68 
Ne. agg high 


No. ee high 
Ser 25 


Mobile, Ala. 
Kerosine, No. 1.. Be 3 cH. eo 


bunkers 


New Haven, Conn. 
Kerosine, No. 1. ll. : 


10.7A-11.2A 
$3. HN 


New Orleans, La. 
Kerosine, No. 1..10.5 
No. 2 fuel. ..9.6 
Diesel oil, shore 


Heavy Diesel, 


Bunker C, 
bunkers 
New York Harbor 


Kerosine, No. 1. aR 112A 
No. 2 fuel. . 10. sh 


do barges... ..9.75 B10. m 
Diesel * shore 


Heavy Diesel, 


Bunker C, 
bunkers 
Norfolk, Va. 
Kerosine, No. 1..11.14-11.3 
-10.3 
Diesel oil, shore 


arg’ 
Light Diesel 
Heavy Diesel, 


Bunker C, 
eas ts 
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Philadelphia, Pa. 
Kerosine, No. 1.. 


Port Snietee | 
Kerosine, No. 1. 


$4.788A 
$2.37 
Portland, Me. 
Kerosine, No, 1..11. . 


No. 2 
Diesel oil, shore 


Providence, 
a ne - B, 9A-11.4 
No. 2 fuel....... rye if 


re 
10. 10.54 aay 


$2.71 
Savannah, Ga. 
Kerosine, No. 1, .11.8 Ha ya 


No. 2 fuel 10.9- 
samt oil, shore 


mpa, Fla. 
Kerative, No. 1. .12A-12.2 
No. 2 fue a. A 


5 
No. 6 fuel....... 8.25 
Wilmington, N. C. 
rn. No. 1, .11.4 

“11.34 
$4.52A 
Okla. oe. shpt.) 
44w 


10.25-10.625 
.10-10.5 


hwy oa (Northern shpt.) 
eo bibanne 9.5-10 


'$1.45-1.70 


Northeast T 
Ge Ft. Worth, Dallas) 
42-44 w.w. 

kerosine....... 10.5-11.1 
58 & above d 

Diesel......... 9.75-10.5 
No. 6 fuel $2.20-2.50 
New Mexico/W. Texas 
42-44 w.w 

10.5-11.25 


pores (for Kansas destinations only) 
10.375-10.875 
52 - ae di. 
10.5-10.625 
ay 0.5 
“°$1°90-2.10 


bow ee ow shpt. to Ark. & La.) 
herosine 

Tractor fuel 

be below d.i. 

58 & above d.i. 


OS eee 9. oy 
No. 2 fuel....... 9.25 


No. 6 fuel. . $2.20 


Westen P eee. Warren 
5-12.25 
55 cee Diesel. i 3. 


i: 25 
340 ails fuel.10. 6 


Oil City 
11.35 
55 cetane Diesel. . 10.7 
10.6 


No. 1 f 
No. 2 fuel 


Pittsburgh 
11.35-11.95 


50 cetane Diesel. .10.65-11.45 
No. 1 fue 


36-40 gravity fuel.10.25 


California—Los Angeles Dist. 
Stove dist. 

PS 100..........8.25-12 
Diesel fuel 

=> eee 7.75-11.25 
Lips fuel 
PS 300 
Heav' 

PS $2.10-2.45 


Tank —_ 400 
40-30 w ( gal. or more) 


Stove dist. 
PS 100 
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San Francisco Dist. 

Tank Car: 

40-43 w.w. 
kerosine 

Stove dist. 

PS 100 


$2.95-3.13 
$2.50-2.68 


Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine 
Stove dist. 
S 100 


Pacific Coast 
Ships’ bunkers, or deep tank lots 


San Pedro, Calif. 
Diesel—PS 200.. .$5.09 
Bunker C—PS 

400 


San Francisco, Calif. 
Diesel—PS 200.. .$5.30 
a C—PS 


attle, W 
Diesel -PS 20 200... $5.59 
_ C—PS 


Mexico 
Ships’ bunkers: US dollars per bbi of 
159 liters 


Guaymas 
Bunker C 


Minatitlan 
Diesel. . 
Bunker C 


Tamp 

Bunker C 
Vera Cruz 
Bunker C 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe 
lines may originate in = Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 
4.5¢ 


FOB Breckenridge, Tex. 
Grade 26-70 
4¢ 


LP-Gas 


Producers’ net contract prices, tank cars 
/transport trucks. 
New York 
Oe 7.3-7.55 
Philadelphia. .... 7.05 
Oklahoma 
Group 3....... 2.5-3 
Baton Rouge..... 3.625 


Lubricating Oils 


Western Penna. 
Viscous Neutrals—No. 3 Col. Vis. at 
70¢ F. 


- vis. (180 at 100°) 428 to 425 flash 
p.t.. 
ied vis (143 at 108°) 400 to 405 flash 


jr Stocks 
145 + te Vs. at ry No. 8 Col. 
25 p 27h 


Cylinder stocks 


600 s.r. filterable.21 
650 s.r. 22 
600 flash... er 


630 flash. . 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


Bright _ Conventional 
200 vis. 
10-25 p. 4 . 26 
150-160 vis. D 

| EPP 24 
150- 166 vis. D 
10-25 p.p.. 
120 vis. D 
eae 23 


Bright +. ‘ica, 
150-160 v 
0-10 p.p., "95 vis.. 26-27 


Neutral Oils—Conventional— Pate Oils 
60-85 vis. 


86-110 vis. 

No. 2 col..... 

150 vis. No. ccna 

180 vis. No. 3 col... . 

200 vis. No. 3 col... . 

250 vis. No. 3 col... . 

280 vis. No. 3 col... . 

300 vis. No. 3 col... .21.5 


Neutral Oils—Solvents—95 vis. 
22.75-23.75 
one -24 


finder Stocks 
s.r. olive 


Gulf Coast 
Solvent "Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 


Bright Stock, vis. at 210 

150-160 vis. 

0-10 p.t. 95 vil... .26-27 

Neutral Oils—Vis. at be 85 v.1. 0-10 p.t* 
100 22.5-23.5 


South Texas 
Vis. at 100° F.,"FOB S. Tex. refineries for 
domestic and/or export shipment. 


Pale Oils 


1%-2% 

200 vis. No. 

2-3 col.. 

300 vis. No. 
NCCE 
500 vis. No. 
2\%4-3% col...... 
750 vis. No. 


; .. 20.75 
Acol............21.25 


Red Oils 
100 vis. 
ll ee 
200 vis. 
i Serer 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 
Mobil Gasoline 
Pay 
T.W. T.C. 


= 
£ 


New York City 
Manhattan... 


Queens 

Richmond 
Mt Vernon, N. Y.. 
Albany 
Binghamton 
Buffalo... 
Jamestown. 
Plattsburg. . .. 


ot et tet pet pet 
at at pt Pa pes atl ft lh Pl pe ps fe 


DOAN AM SS: SNON NNN SSNS 
MWHWwMNWMMN PNAS 


ot et 
PWWUG UII OCA WUD DH Ho 
AMODMSOOWW SWOMWHMWOWONMMrYMwN 


Syracuse 

Bridgeport, Conn............ 
Hartford i 

New Haven 

COR oho Sos pach wen sip re 
Portiand 


ett tt et 


ms Ot pe 
AWW 


.§ _ eee 
3 ee eee 
Rutland 


mt me pat bet fed td ped dt * 
wMorHnne 


13.5 
*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% city sales tax. 


*Mobil Kerosine-a 
‘ Yard 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
August 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


Mobitfuel 
T.c. 


Mobilheat-a 
*(No. 2 Fuel) 
Yard T. 


eee eo ee 
_ 


pees 
one pe tt pe 
Lepenrerrars 
Momo: 


NRNN: Ne: 


1 WwUweonun Co NOS fe te 
aS SHH 


— oe pee * 


a 
on 


PAAHAAHHAD: ; ; ‘ 
ONWOUNH Se BHU SHOP WOOne 


et et pee et eet ete * 
ee tt edad 


ee tt pet 
. el el heel 

, ROR Oe eK Or Orr nh 
5 MOK ODOM OH ODS 


— 
a 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal. or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals, 
a-Kerosine, Mobilheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal allowance. 


Atlantic 
Refining 


Philadelphia, Pa... .. 
Reading....... 
Allentown. . 
Harrisburg 
Wilkes-Barre 


Greensburg 
Wilmington, Del 
Hartford, Conn........ 
New Haven 


et 


Camden, N. J......... 


Albany, N.Y 
Binghamton 
Buffalo 
Elmira 
Rochester 


Baltimore, Md 

OT” eee ee 
Charlotte, N. C. 

Jacksonville, Fla 

Miami 

a—State and federal taxes only. 
b—Fair-trade minimum service station price 
cwFair-trade minimum service station*price 


Ete 
wwe: CoFanw: OAL POLS 
eet et eet tet et pet pe pd et te pet Pe 
coco o ooo oe oOo OOMMoCO SOO OOOO: 


Philadelphia 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine-Ponna. add 1¢ 7 for 
for’ tw. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 190 gal. : ‘ 
*Prices subject to 0.5¢ gal seasonal discount except Charlotte, 0.4¢ gal seasonal dis- 


count. ; ; 
tPrices subject to 1¢ gal seasonal discount 


204 


Esso 
Standard 


4, AS ee 


Washington, D.C... . 
Danville, Va. 


o 


Charleston, S. C 
Columbia 
Spartanburg 
New Orleans, La 
Baton Rouge 
Alexandria 
Lake Charles 
Shreveport 
New Iberia 
Knoxville, Tenn. 
Memphis 
Chattanooga 
Nashville 


ead tat Bd ed Oud Ot On Gu Oat OD ed ed Ged OD Od Oe ea Gd Od Om Od Od Od bd Pd OP 
‘mW OW OOOO OOO ~1 OW DOWD DHWOO 
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*Prices apply for kerosine only. 


Heavy Fuels 
No. 4 Fuel No. 6 Fuel 
ED TTT er Te TTT 


"3 
Baltimore, Md.... , . 
Washington, D. C. 4.66 3.43 

Notes: Kerosine/No. 1—Atlantic City and Newark pales are for deliveries of 300 gal 
or more: add 1¢ for 100-299 gal, 2¢ for less than? 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 
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American 
Oil Co. 
(Standard Gasoline Kerosine 


of 

Indiana Division) Taxes 
Chicago, 11! oe 
South Bend, Ind.... 
Detroit. Mich....... 
Mpls.-St, Paul, Minn. 
Des Moines, lowa... 
St. Louis, Mo 
Wichita, Kans...... 
Omaha, Nebr. 
Fargo, N 
Huron, S. D 
Milwaukee, Wis..... 


(a) See below for prices on larger quantities. (b) 14.9¢ for-750 gal & over. 
American Furnace Stanolex Fuel A Stanolex Fuel 'C 
100-389 400 gal 1-749 750-1,499 1,500 gal 1-1,499 1,500 gal 
gal & over gal ga: & over gal & over 
Chicago. 14.9 14.4 10.7 10.45 9.95 10.55 9.3 


American Furnace Oil 
100-174 | 175-849 850 gal "1 gal 
gal gal Zover & over 
Minneapolis-St. Paul << ae 16.2 15.7 re 
Milwaukee oi, Voce aaa anon 15.1 

_ Taxes: St. Louis gasoline tax includes 1.5¢ city'tax. Des Moines kerosine & furnace 
oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 

N.B.: Established tank wagon prices are shown above. 

Some temporary prices may be in effect in one or more localities. 


see 


—_— =e 
o 


ome ome oe 
Soorenocwel?! 
cooomooo 


~ 
o 
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Continental Oil Texaco 


(N.B. Prices are Continental’s tank 
wagon prices. Current selling prices may 
vary from those shown because of local 
conditions.) 


Fire Chief Gasoline 
(Regular) 


Dallas, Tex... 
Ft. Worth... 
Wichita Falls, 


Concoe 
Gasoline Gaso- Kero- 
T.W. line sine 
(Regular) Taxes 
Denver, Colo. 16.8 
Grand Junc- 
tion 


AAARAH< 
Pp pone 7 


1 


Casper, Wyo.. : 

Cheyenne.... 18.9 

Billings,Mont. 19. 
20.9 


a 
AMD 
re te 


Port Arthur. . 
Gasoline taxes 9¢ 

_ Notes: Prices are for min. 25-gal. de- 

liveries. Gasoline—Premium-grade t.w. 

prices 3.5¢ above regular. Kerosine— 

Prices apply to dealers & consumers. 


Kentucky Standard 


Crown Gaso- Kero- 
Gasoline line sine 
16.05+ 10.5 ' T.W. Taxes" T.W. 
16.05¢ * 10.5 ‘ Atlanta, Ga... 16.9 $10.5 16.9 
Birmingham, 
Taxes: Gasoline taxes include these A 16.8 12.0 16.8 
city taxes; Albuquerque & Roswell, 0.5¢; Jackson, Miss. 17. 11.0 17.1 
Santa Fe, Cheyenne & Casper, 1¢. Jacksonville, Le 29 


Discounts: Salt Lake City & Twin as 10 17.1 


ctfess than 200 gal; 200-099 gal, deduct, Taxes: Birmingham gasoline taxes in 

: , ie 1¢ Jefferson County tax. Kerosine 

0.5¢;4400 gal & over, deduct 1¢. . taxes not included in prices: Georgia 1¢; 
Notes: Premium-grade t.w. prices 3.5¢ Mississippi 0.5¢. 


above regular. 


*Consumer price 1.7¢ gal higher. 
¢Consumer price 1¢ gal higher. 


Note: Current net prices may differ 
from those listed because of temporary 
local conditions. 


Tank Wagon Prices 


Standard of Ohio 


Sohio Extron Gasoline (Regular Grade) 
Con- Gaso- K 





line 
Taxes 


Youngstown ; F : 1 . 
Zanesville : é ‘ i 15.5 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 
1¢, 1-49 gal, add 2¢. Premium-grade prices: consumer tw. & S.S. 4¢ above regular, 
resellers 3.5¢ above regular. S.S. prices are at company-operated stations. 
*Subject to 0.5¢ gal temporary discount.” 


Standard 


of California 


Prices are tank truck postings, ex all taxes, ap- 
plying for deliveries of 400 gal or more; see 
below for other deliveries. 

Standard 


"Pearl C 
Chevron Gasoline Oil" Stove 
Taxes — Oil Oil 


.T. 
10.0 
10.0 





_ 
Oo 
oO 


i. 
Boise, Idaho 
Salt Lake City, Uta 
Honolulu, Hawaii... 
Fairbanks, Alaska. . 
Juneau ; x00 aa a 
tTemporary subnormal prices are established on motor gasolines only, al |forms of 
delivery, to all classes of trade other than Chevron Service Station dealers (separately 
handled), at 2¢ gal below prices shown, except Reno, 1.5¢ gal below. 

*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax; all prices are ex-Hawaiian 
gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal. 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at all points except Sait Lake 
City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. ; 

Diesel, furnace & stove oils—Add to 400-gai-and-over price 5¢ for less than 40 gal. 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


ee et ee et et tt ttt 
RMROOCOORFKKCOOw 
ouncouwmmoocne 


m 
Oo 


é " (Prices are per imperial gal; to arrive at price per U. S. 
Im eri al Oil al. subtract 1/6th). Esso Furnace 
p Gasoline oll 

Regular) Gasoline Kerosine No. 2 Fue 
ir. T.W. T. T.W. T.W. 


St. John’s, Nfid 

ae 

St. John, N. B 

Charlottetown, P. E.1..... 

Montreal, Que. 

Toronto, Ont. 

Hamilton, Ont. 

Winnipeg, Man. 

Brandon, Man. 

Regina, Sask. 

Saskatoon, Sash.........cccccece 

Calgary, Alta 

Edmonton, Alta 

Vancouver, B. C 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
*Subject to 1¢ gal. allowance. **Subject to 1.5¢ gal. allowance. tSubject to 2.1¢ gal. 

allowance. 











Stop fo 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 





FREE Description on Request 


SYSTEMS 39-30N 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Service are shown below. fig 
in 55 representative U. S. cities on August 1, 1961, as compiled by Piatt's OILGRAM Price — as compared with Jul 
such. 


Dealer Service Tax Service vo 


-W. Station 
(ex tax) fed.) ( (ex tax) 
21.35-i ld Milwaukee, Wisc 
Twin Cities, Minn. 
Fargo, N. D.... 
Huron, S. D. 
Omaha, Neb... 
Des Moines, la. 
St. Louis, Mo. 


Wichita, Kans. 
Okla. . 


ures are in ¢ per gal; (i) and (d) indicate increases or de- 
y 1, 1961. Tax col. indicates only motor fuel taxes levied as 


Eg 


Portiand, Me .90- 17.90-d 
Manchester, N. H : . 19.90 
Burlington, Vt... * ‘ 23.40 
Boston, Mass........ oa y 19.40 
Providence, R.1...... a .90- 17.90-d 
Hartford, Conn 15. 9. 
th ery -40- 18.60-d 


New York, N. Y. 

Newark, N.J....... 
Philadelphia, Pa............ 
Wilmington, Del............ 
Baltimore, Md.............. 
Washington, D.C........... 
Charleston, W. Va. 


Norfolk, Va 
Charlotte, N.C... ... 
Charleston, S.C.... 
Atlanta, Ga. - 
Jacksonville, Fla.. 
Birmingham, Ala.. 
Jackson, Miss. 


: 
~ 
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New Orleans, La........... 
Dallas, Tex. 

Houston, Tex 

EI Paso, Tex. 


seses 
seesess x 
reer 


: 
— 


-OOOr-oo 
: 


— ee eee 
SS —CDOnDoe 


eusee ese 


KESS5e SSS5555 woo 
SS8S88s 888838s 


Seeeeee eegesRy 


RUBSESS BBBRIs 
gegsess ais 


S8888Es8 Seessee eeeess 
FRESEEE RSs. 
888888 Sssesss sess 


Phoenix, Ariz... 

Los Angeles, Calif........... 
San Francisco, Calif 
Portland, Ore 

Seattle, Wash 

Spokane, Wash 


Mem phis, Tenn. 

SS 9 eee 
Cleveland, Ohio............ 
Cincinnati, Ohio 
Indianapolis, Ind........... 
Chicago, lil...... 

Detroit, Mich 


-a- 


EBBBBE RSRKEKS BRBBBee seesess £ 


veeernse 
BssssS SIRRRNE LSSsSrN 
Ssssee eeseees 
ssssss sessese < 


ROM nm ~ 
NRBESLBS 
Seon 


*includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 
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AIR-OPERATED 


“DELUXE” | Jake the whole family 
SERVICE JACK * 
everywhere - economically 


PROTECT THIN BUMPERS NPN’s annual mid-May FACTBOOK issue is the 
ideal medium in which to present your whole prod- 
uct line to oil’s marketing management. The Nation- 
al Petroleum News FACTBOOK is oil marketing 
management's first information source. They keep it 
handy the year-round; refer to it constantly. 

Supplement the FACTBOOK’s directories of oil 
marketing equipment and TBA sources with your 
own company’s illustrated and detailed product di- 
rectory. The FACTBOOK will keep it on buyers’ 
desks the year around and bring it to their attention 
throughout the year. 





LIFTS ALL CARS 
The DELUXE Jifts by 
Sunper, Greate, oF a. an _ Oil Marketing's Reference Information Annual Published in Mid-May 


- - FACT 
ee mir _BOOK 


prices. 
FRO i 
BRANICK Mfg. Co. senaeee 


FARGO, N. DAKOTA New York 36, N. Y. 
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Gasoline Markets 





Gasoline Consumption by States, April, 1961 


(Gallons) 


First 4 Months le ———- 


961 
327,077 
18,900 
172,652 
188 ,634 
1,997,908 
216,916 
245,169 
EE errr ree ee rer ee 62,779 
RS Pca ah  taluans ds enki pebeaideben sae 64,987 
Florida aa 665,421 
426,321 
73,819 
81,906 


940,678 
540,673 


328,280 
aes acai 4 324,277 
a ca chvevaedstdecubde eas ans oaxdeecntace cades 
Louisiana. . dncdseacumebbencecshoxebes (63400 
MUD siedcncveecdkasveciacescdtcans tater’ <usxsarevdcee 
Maryland 


Minnesota. 


New Hampshire.......... 


New Jersey 625,713 
ENS 5. Sigcecdracdsanchsecesmeecdvaceseaee estes 124,069) 
CE cv caauacedhesa¥ancesaneenawe Si wewseres Sion 1,309,453 
North Carolina..... assen cuckeaiweneeeens actu damaushete 486,151 
North Dakota. ........... 78,752 


tt ti bn ioss i cocvdctseamnacee 

Oklahoma. ...... 

OIOGOR, .. . cccrorvocececaceces 

PORROYIVOMER,. . . cacccecacccecacccecevecacasccacescs 
SD IIs 0k ocavecectcnsdsecacesaceserecseeces 
South Carolina....... 

South Dakota.......... 

Tennessee. ......0. eee pessceoncesescces 
WON, cncencesccasduceccecseeuencesccevesecesnenccevaces 
Vermont. ........- 

Virginia. ... 

Washington. 

Wisconsin...... e 
Wyoming....... ocenec@nen cece oes 
Total 50 States and District of Columbia......... oe 


19 
+Percent changes are on a daily average basis. (r) Revised. 


1960 


1,017,257 
340 


201,279 
1,016,465 
78,726 


235,043 

89,327 
373,033 

1, ’ 

104,720 

37,553 
413,929 
370,971 
150,795 


386,659 
48,235 


,362,373 19,292,577 
Source: American Petroleum Institute, 


z 
S 3" 
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ttttt+ Pitt +4441 
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1961 


J | 84,943 


5,166 
42,262 


50,686 
517,407 
56,127 
63,354 
17,747 


16,801 
158,741 


144,377 


88,924 
91,298 
73,920 
80,125 
23,276 


77,284 
115,674 


104,794 
53,213 


168,488 


1960 
89,869 
5,754 
43,897 
49,116 
494,190 


61,750 
155,813 
12,419 
16,332 
172,055 


32, 463¢1) 32,359 


340, 250 
128,997 
22,127 


255,150 
89,981 
636 


211,474 
195072 


92,748 
37,243 


101,715 
13,225 


5,037 ,092 


353,641 
132,682 
20,165 
281, £07 
102,761 
54,758 
280 ,962 
20,761 
64,591 
24,796 
101,679 
150 
27,004 


"5,252,403 











Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. 


Boston 











Fluorescent color for 
soiven* extracted and 
additive lube oils 


This Is Your Market Place 


° Write Today for Advertising Space Rates 


Petroleum Colors 


PATENT CHEMICALS, 
INCOPFORATE™ 


Paterson 4, New sersey 








NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N. Y. 
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© BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


a 





Coming Meetings 





SEPTEMBER 


Michigan Petroleum Assn., Grand Hotel, 
Mackinac Island, Sept. 8-9. 


Oil-Heat Institute of New England and 
New England Fuel Dealers Assn. annual 
convention, Equinox House, Manchester, Vt., 
Sept. 10-13. 


Missouri Petroleum Assn., annual fall 
“ag Columbia Country Club, Columbia, 
ay: 


North Carolina LP-Gas Assn., annual mect- 
ing, Sir Walter Hotel, Raleigh, Sept. 12-13. 


API Division of Marketing, lubrication 
committee meeting, Traymore Hotel, Atlantic 
City, Sept. 13. 


National Petroleum Refiners Assn., 59th an- 
nual meeting, Traymore Hotel, Atlantic City, 
Sept. 13-15. 


Georgia Of Jobbers Assm., Hotel Atlanta 
Biltmore, Atlanta, Sept. 15-16. 


Alabama Petroleum Jobbers Agm. and 
Mississippi Oil Jobbers Assn., annual meet- 
la teaa nis ac tear Mobile, Sept. 17- 


Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 17-19. 


Florida Petroleam Marketers Assn., semi- 
annual meeting, Diplomat Hote, Hollywood: 
by-the-Sea, Sept. 20- 


Ohio Petroleum Marketers Assn., fall con- 
ference and golf tournament, Commodore 
Perry Hotel and Valleywood Country Club, 
Toledo, Sept. 20-21. 


Intermountain Oil Marketers Assn. semi- 
annual meeting, Challenger Inn, Sun Valley, 
Idaho, Sept. 21-22. 


California Petroleum Marketers Council, 
fall meeting, Shelter Island Inn, San Diego, 
Sept. 22-24, 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Al- 
buquerque, Sept. 24. 


New Mexico Petroleum Industries Commit- 
tee, annual convention, Western Skies Hotel, 
Albuquerque, Sept. 24-26. 


Empire State Petroleum semiannual 
fall meeting, Sagamore Hotel, Bolton's Land- 
ing, N.Y., Sept. 24-26. 


Independent Oil Compounders Assn., Willa 
Moderne Motor Hotel, Highland Park, IL, 
Sept. 24-26. 


>Fifth Electric Heating and Heat Pump 
Conference, Sheraton-Park Hotel, Washing- 
ton, D. C., Sept. 25-26. 


»New Hampshire Petroleum Industry Coun- 
cil, annual convention, Carpenter Motor 
Hotel, Manchester, Sept. 26 


Independent Oil Marketers of Indiana, 37th 
annual meeting and trade show, Hotel Sev- 
erin, Indianapolis, Sept. 24-26. 

Colorado Petroleum Marketers Assn., an- 


nual convention, Broadmoor Hotel, Colorado 
Springs, Sept. 28-30. 
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OCTOBER 


API Division of Marketing, operations and 
engineering committee meeting, Dearborn 
Inn, Detroit, Oct. 2-4. 

API Division of Marketing, marketing re- 
search committee meeting, Royal Orleans 
Hotel, New Orleans, Oct. 9-11. 


West Petroleum Assn., annual meet- 
ing, Daniel Boone Hotel, Charleston, Oct. 
11. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D. C., Oct. 15-17. 


American Petroleum Credit Assn., 37th an- 
nual meeting, Shamrock Hilton Hotel, Hous- 
ton, Oct. 15-18. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, lubrication conference, Hotel Morti- 
son, Chicago, Oct. 17-19. 


Packaging Institute, 23rd annual national 
packaging forum, Biltmore Hotel, New York 
City, Oct. 18-20. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Charles Gureney Hotel, 
Yankton, Oct. 18-19. 


Tennessee Oil Men’s Assn.. annual mect- 
ing, Andrew Jackson Hotel, “Nashville, Oct 
21-24. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Oct 
22-25 
Nebraska Petroleum Marketers, annual meet- 
ing, Sheraton-Fontenelle Hotel, Omaha, Oct 
24-25 


nesiatiiien American Battery Manu- 
facturers, The} Palmer House Hotel, Chicago. 
Oct. 25-27. 


Independent Petroleum Assn. of America. 
Shamrock-Hilton Hotel, Houston, Oct. 2% 
31. 


National Lubricating Grease Institute, 29th 
annual meeting, Rice Hotel, Houston, Oct 
29-Nov. 1. 


NOVEMBER 
Petroleum Packaging Committee, Packac- 
ing Institute, Fort Shelby Hotel, Detroit, 
Nov. 6-7. 
Society of Automotive Engineers, national 
fuels and lubricants meeting, Shamrock 
Hotel, Houston, Nov. 9-10. 


National Oil Jobbers Council, Hotel Morri- 
son, Chicago, Nov. 9-12. 


American Petroleum Institute, 41st annual 
meeting, Conrad Hilton Hotel, Chicago, 
Nov. 13-15. 


>API Division of Marketing, annual meet- 
ing, Congress Hotel, Chicago, Nov. 13-15. 


Society of Independent Gasoline Marketers 
of America, annual meeting, Pick-Congress 
Hotel, Chicago, Nov. 12-14. 


American Society of Mechanical Engineers, 
annual winter meeting, Statler Hilton Hotel, 
New York City, Nov. 26-Dec. 1. 


DECEMBER 


Oil Industry TBA Group, international 
section, Chase-Park Plaza Hotels, St. Louis, 
Dec. 3-5. 


Interstate Oil Compact Commission, annual 
meeting, Denver Hilton Hotel, Denver, 
Dec. 4-6. 


The Asphalt Institute, Hotel 
Washington, D. C., Dec. 4-7. 


Shoreham, 


JANUARY 1962 


Kentucky Petroleum Marketers Assn., 36th 
annual meeting, Brown Hotel, Louisville, 
Jan. 16-18. 


Michigan LP-Gas Assn., annual conven- 
tion, Pantlind Hotel, Grand Rapids (date 
unknown at publication). 


FEBRUARY 


Private Truck Council of America, an- 
nual meeting, Statler-Hilton Hotel, Detroit, 
Feb. 1-2. 


Iowa Independent Oil Jobbers Assn., an- 
nual meeting and trade show, Hotel Fort 
Des Moines, Des Moines, Feb. 21-22. 


Wisconsin Petroleum Assn., annual meet- 
ing and trade show, Hotel Schroeder, Mil- 
waukee, Feb. 28-Mar. 1. 


First Listing 





Hlinois Petroleum Marketers Asm., 
University of Illinois, Robert Allerton 
Park, Monticello, Sept. 10-13. 


Pacific Oil Conference, University of 
Oregon, Eugene, Ore., Sept. 14-16. 


National Tank Truck Carriers, tank 
truck school, Purdue University, La- 
fayette, Ind., Sept. 18-21. 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, Oct. 
5-7. 





MANAGEMENT INSTITUTES 


Pennsylvania Petroleum Assn., Benja- 
min Franklin Hotel, Philadelphia, Oct. 
15-17. 


Georgia Oil Jobbers Asm., Center 
for Continuing Education, U 
of Georgia, Athens, Oct. 18-20. 


Florida Petroleum Marketers Assn., 
Langford Hotel, Winter Park, Oct. 
23-26. 


Seminar in Retailing for Petroleum 
Executives, fall session, NYU School 
of Retailing, New York City, Oct. 23- 
Nov. 3. 
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Safety Valve without 
optional Leak Detector 


FEATURE BY FEATURE 


Safety Valve with 


AND YOU'LL AGREE... 7 


1. 360° Impact Release—when struck from any direction it will release and 
positively seal off gasoline flow. 


. Shear section always shears above valve. 
. Brass fitted working parts located internally for perfect operation at all times. 
. No nuisance tripping—it takes a dangerous impact to release valve. 
. External valve allows easy shut-off of valve for servicing dispenser. 
160° Fusible Link located high to stay dry and reliable. 


7. Exclusive leak detector can be installed on any Red Jacket Safety Valve. 
Provides a quick check for line leaks—often eliminates expensive hydrostatic 
test which shuts down system. 


Contact your Red Jacket representative. He can show you all of these features. 





CONTACT YOUR NEAREST RED JACKET REPRESENTATIVE FOR COMPLETE INFO 

i 3 petroleum 
pumping 
equipment 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, lowa 


Charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Rd. « oo may 31, Mlinois, E. L. ‘Al’ Marshall, 6695 N. North- 
west Highway « Dallas 31, Texas, R. M. ‘‘Mac’’ Crowder, 6811 Colfax Dr. « ‘Denver 4, Colorado, E. P. ‘‘Ted”’ Muller, 1010 
Yuma St. + Des rg a 9, iowa, Ken Henss, 511 S. W. Ninth St. + Detroit 27, Michigan, Robert B. Cox, 12250 Coyle Ave. « 
Hamilton, Ohio, C. E. “‘Red’’ Weaver, 4223 Cincinnati-Brookville Rd. «+ Indianapolis 5, Indiana, Gardner Udell, 3820 College 

Ave. * Kansas City, Missouri, R. L. Faubion, Sr., 2525 S. W. Boulevard « Los Angeles, California, A. R. Sedgebeer, 2707 
S. Hill St. « Minneapolis, Minnesota, E. “Al” Zahl, Tag -- So. 5th St. » New Orleans 17, Louisiana, Joe R. Mooney, 2704 
St. oe: Ave. P.O. Box 3294 + New York 36, N. Y., Henry D. Fairlie, 15 West 44th St. « Phoenix, Arizona, Lee Vaughan, 
3111 34th Place « Pittsburgh 32, Pennsylvania, ‘om F. Young, 235-37 Spahr St. + Portland, Oregon, George Mathews, 
325 Nv E. 20th Ave. « San Francisco 3, California, R. Sanderson, 221 llth St. «+ St. Louis 3, Missouri, E. A. “Ted” 
eae a Ay a csogg St. « Seattle, Washington, Tom pnd 2927 First Ave. » Spokane, Washington, Don Buster, 

ort elena e 





- Your car's «2 
“Pep- Tonic” \ ¢ @|;” 
_ ( WW | Bm 
ey en IG 


MOTOR-MEDIC » 
restores lost power 
and increases gas 


mileage ... MOTOR-MEDIC NO. 1 stops oil burning 
makes cars start § when added to motor oil. Improves en- 
easier on cold gine performance by increasing com- 
r a pression and oil pressure. Reduces friction 
ee eee es Nc act } NO and wear by providing lasting oil-film 
2 types .. . one ty pases GAS — strength. Stops exhaust smoking by elimi- 

for oil and one REASES ot PRE nating blow-by. 

for gasoline Quiers No!sY 
: MOTORS 


“Good for all cars— 
OLD AND NEW’ 


MOTOR-MEDIC NO. 2 is the new scien- 
tific blend of solvents, lubricants and 
inhibitors for effective treatment of slug- 
gish engines. Helps restore lost power, 
increases gas mileage, cleans carburetors, Ry asf) 
frees sticky valves, lifters and rings. Pro- mip ANS CARBURETC gs 
vides lubrication for upper cylinders. Ae ieee cae re 
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LOCALLY ADVERTISED ON RADIO AND NEWSPAPERS 


ee See Consistent advertising in major cities throughout 1961 will create new volume 
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Receceine. Ge you... feature Solder Seal Chemical Tools. 
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Glenn Werly 


Tours the 


Association 
Circuit 


NOFI head will visit 
seven jobber meetings 
during one month 


AFTER AN AUGUST vacation that 
included playing golf on a different 
New England course almost every 
day, Glenn F. Werly, president of Na- 
tional Oil Fuel Institute, will get back 
to work this month. And he has his 
work cut out for him (see map). He’s 
scheduled to visit each point on the 
map to talk to jobber group meetings. 

Werly’s schedule for this month and 
next goes like this: 

e Sept. 8: Talk to Michigan Pe- 
troleum Assn. at Mackinac Island. 

e Sept. 19: Get acquainted with 
Pennsylvania Petroleum Assn. mem- 
bers at Pocono Manor, Pa. 


e Sept. 20: Quick hop to Colum- 
bus to attend Ohio Petroleum Market- 
ers Assn. convention. 

e Sept. 21: A quicker hop to Hol- 
lywood, Fla., for a talk before Flori- 
da Petroleum Marketers Assn. and 
Better Home Heat Council of Florida. 

e Sept. 26: Trip to Bolton’s Land- 
ing on Lake George to attend fall 
session of Empire State Petroleum 
Assn. 


e Oct. 5: Another visit to upstate 
New York, this time at Watertown to 
meet with Modern Oil-Heat Institute 
of Northern New York. 


e Oct. 9-10: Invade the South 
once more to talk to Virginia Petro- 
leum Jobbers Assn. at Roanoke. 

No other speaking dates are firm, 
but if Werly tries hard, he can squeeze 
in six more jobber conventions and 
three jobber-management institutes b- 
tween mid-October and the end of 
November. That will leave him a few 
days in which to do his Christmas 
shopping. 


Werly (top right) starts his tour of six 
states in Michigan (see map) and ends 
it in Virginia 
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Marketing Reorganization Under Way at Shell 


Marschner 


Shell Oil Co. has been gradually reor- 
ganizing its marketing department for 
over a year. Since P. C. Thomas took 

“over a few months ago as marketing vice 
president, the list of promotions and 
early retirements has grown consider- 
ably. 

Latest in the raft of changes are the 
early retirements of Ollie F. Minor, man- 
ager of retail sales, and Don Marschner, 
manager of consumer research. Minor is 
being replaced by Charles F. Gieg, cur- 
rently manager of dealer service. Marsch- 
ner’s job is being absorbed in a newly 
created department, the marketing eco- 
nomics organization. The retirements 
won't officially take place until the end 
of the year. 

Several men tabbed as comers are tak- 
ing over for four marketing division man- 
agers who are retiring either October 1 
or early 1962. 

J. S. Hoppock, former manager of the 
Minneapolis division, succeeds R. F. 
Carey as manager of the northeast divi- 
sion of Shell. Hoppock, who is 45, joined 
Shell in 1938 as a service-station sales- 
man. He held several sales positions on 
the East and West coasts before assuming 
the managership of the Detroit division. 
In 1956 he became marketing operations 


‘ 


Hoppock Towers 


manager at St. Louis, and manager at 
Minneapolis in 1959. The northeast divi- 
sion which he'll head takes in New Eng- 
land and most of New York State. Shell 
recently consolidated its Albany and 
Boston divisions when Ed Cunningham, 
Albany division manager, retired after 
29 years with the company. 

In the Atlanta division, retiring R. D. 
Kizer is being replaced by 48-year-old 
C. L. Towers Jr., managing director of 
Shell’s Puerto Rican subsidiary. Towers 
has been with Shell since 1937, holding 
positions of increasing importance in the 
marketing department. He’s been district 
manager in Hartford and Rockford, IIl., 
sales manager in Indianapolis, and sales 
assistant to the marketing vice president. 
He’s been in Puerto Rico since 1959. 
E. J. Cowing, 49-year-old sales assistant 
to the eastern regional marketing vice 
president, succeeds Towers. 

P. G. Drew is replacing H. S. Haight 
as manager of the San Francisco divi- 
sion. The 57-year-old Drew was sales as- 
sistant to the western regional marketing 
vice president, with headquarters in San 
Francisco. He joined Shell in 1928 and 
has been assigned for most of his career 
to West Coast marketing spots. 

In the Los Angeles division, A. P. 


SEVEN MEMBERS of the Elliott family, all in the fuel-oil business in New 
England, attended a luncheon in honor of Everett Elliott, first board chairman 
of the National Oil Fuel Institute. H. E. Davenport, vice president of Poca- 
hontas Fuel Co., was host. Members of the family are (left to right): Harold, 
Elliott Bros., Georgetown; Leon, Leon D. Elliott Inc., Reading; Clayton, C. & C. 
Elliott Co., Topsfield; Everett and his father, Charles, C. L. Elliott Co., Danvers; 
Donald, Elliott Bros., Georgetown; and Clifton, C. & C. Elliott, Topsfield 


212 


Hynes 


Hynes succeeds R. D. Stetson as manager. 
Stetson, who will retire in early 1962, 
will remain in an advisory capacity at the 
Los Angeles office till then. Hynes, 46, 
was most recently manager of Shell’s 
Honolulu division. He’s held sales posi- 
tions of increasing importance ever since 
he joined Shell in 1933 as a service- 
station salesman. Most of his positions 
were on the West Coast, though he was 
sales manager at Boston for awhile. 

At Shell’s head-office marketing de- 
partment in New York City, Sidney 
Goldin, former manager of marketing 
operations, moves up to become general 
manager of  head-office marketing. 
Goldin, who is 52, is taking over the 
position vacated by J. H. Hall when he 
stepped up to the midwestern marketing 
vice presidency a few months ago (NPN 
—July p182). 

Louis Goldsmith, formerly in the man- 
ufacturing department, becomes general 
manager of marketing economics, a posi- 
tion which will now be included in the 
new marketing economics organization. 
The marketing research department, 
headed by Grant Ruesch, will also come 
under the new organization. Advertising 
manager Cy Martineau will continue in 
the same position and report to Goldin. 





NEWS NOTES 


a Tenneco Oil 


Co. has created a 
regional sales of- 
fice in Denver as 
headquarters for 
its western mar- 
keting operations. 
G. E. Otten, for- 
mer division man- 
ager at Denver, 
has been named 
regional market- 
ing director. J. C. 
Hamilton becomes 
regional wholesale manager, and R. R. 
Watts, regional retail manager. Other 
appointments are: Ford Trimble, region- 
al real estate manager; J. H. Thorngren, 
regional construction manager; J. W. 
Angsten, division wholesale manager, 
Denver; C. I. Weiland, division whole- 
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sale manager, Salina, Kan.; and O. H. 
Werlin, division retail manager. 

Several promotions, transfers, and re- 
tirements have been announced at Ameri- 
can Oil Co. 

The company has established a re- 
gional office in Los Angeles, and put 
A. J. Badger, former regional manager 
at Salt Lake City, in charge of western 
marketing. He will keep his headquar- 
ters in Salt Lake City. W. C. Kniefel 
transfers from Minneapolis to Los An- 
geles as regional manager. W. R. King, 
chief engineer for planning and projects 
in head offices in Chicago, becomes man- 
ager of operations and administration in 
Los Angeles. 

Lawrence B. Kelly succeeds Kniefel as 
regional manager of the Twin Cities 
region. The former marketing manager 
of the Milwaukee region is succeeded by 
R. E. Bowen, marketing manager of the 
New Orleans region. 

William M. Lloyd moves to Ameri- 
can’s Salt Lake City office as marketing 
manager for the region. He was most 
recently assistant reseller manager in the 
Chicago marketing department. 

Also at American, E. R. (Buck) 
Weaver and Albert C. Marino have re- 
tired after long years of service with the 
company. Weaver, a 29-year employe, 
has spent most of these years in whole- 
sale sales, most recently as New York 
manager. Marino has retired after 34 
years with American. He was most re- 
cently manager of exchange and schedul- 
ing in the supply and _ transportation 
department. 

a 


Kendall Refining Co. has created two 
new positions in its marketing organiza- 
tion. H. P. Pruch, former advertising- 
merchandising manager, will take over 
the new position of marketing assistant. 
He will be responsible for market plan- 
ning, market research, and test market- 
ing. C. T. Griffith, previously sales pro- 
motion manager, assumes the position of 
advertising and sales promotion mana- 
ger. He’ll direct all phases of Kendall’s 
branded lubricants, gasoline, and indus- 
trial-sales advertising, and be responsible 
for merchandising and sales promotion. 

7 

American Petrofina has made two 
new appointments in its credit depart- 
ment. Herbert F. Redford, former assist- 
ant general credit manager for Standard 
Oil Co. (Indiana), becomes wholesale 
credit manager. He succeeds Henry J. 
Denman who moves to the wholesale 
sales department. Lloyd W. Brooks has 
been appointed to the new position of 
assistant wholesale credit manager. 

° 


Kerr-McGee Oil Industries Inc. has 
established a new district office in In- 
dianapolis, Ind. Theo D. Antonio, for- 
mer Oklahoma City sales manager for 
Continental Oil Co., will head the new 
office. Walter L. Miller, formerly in the 
home office, becomes office manager. 

Three other changes have been made 
in Kerr-McGee’s marketing division. Jack 
W. Fiore, formerly in the transportation 
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for Profitable 
Bulk Operations 


Faster loading, quicker truck movement through 
racks, and accurate product measurement are 
direct advantages of Granco line meters. 
Positive displacement rotary principle, free from 
pulsation and reciprocating parts, provides 
smooth non-pulsating flow. Low pressure drop 
eliminates friction, minimizes wear, saves 
maintenance costs. Self purging meter chamber 
and dual-centered 5 blade action, perfectly 
balanced on a center shaft, assures trouble free 
performance. And, your Granco Meter is easily 
adapted to modern automatic equipment for 
unattended operation. 

Sizes: 114” to 8” 

Capacities: 40 GPM to 2000 GPM. 


GRANCO MULTIPLE PUMPS 
Rotary Type Positive Displacement 

Granco Multiple Pump Units offer oil men 
improved performance because of fewer moving 
parts, guaranteed alignment and outstanding 
durability. Equally effective at handling either 
light or heavy oils, including asphalt. Available in 
all sizes for most petroleum applications. 


y GRANCO PRODUCTS DIVISION 


2917 MAIN STREET, BUFFALO 714, NEW YORK 
7308 67TH ST., OAKLAND 8, CALIFORNIA 


SALES AND SERVICE REPRESENTATIVES THROUGHOUT THE NATION 





department at Oklahoma City, moves to 
the St: Louis district office as office man- 
ager. Don. C. Oliver, previously prop- 
erty-acquisition man in Tulsa, moves up 
as retail-sales manager in Oklahoma 
City. Robert L. Huff, former branded 
salesman at Amarillo, becomes whole- 
sales sales manager in Oklahoma City. 


* 

Continental Oil Co. has appointed 
three new men to its Rocky Mountain re- 
gion marketing department. Max G. 
Punches, Denver district manager suc- 
ceeds C. O. MacLeod as northern divi- 


sion manager. MacLeod moves to Hous- 
ton as coordinator of sales programs. 
M. E,. Huyser, former district manager 
for Montana, succeeds Punches. H. S. 
Campbell, previously district sales man- 
ager for Colorado, replaces Huyser. 

* 

Sam B. Caldwell, district manager in 
DX Sunray’s Memphis office, has _re- 
tired after more than 35 years with the 
company. Caldwell spent much of his 
career in St. Louis as service-station su- 
perintendent, assistant manager, and 
division manager. Before moving to 
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. Deep filling with SCULLY® Filful eliminates foam- 
ing, making it possible to stop cut-off of the 
whistle by rising foam. This feature enables fill- 
ing to the proper level and increasing the average 


GREATER SPEED, FOR GREATER PROFIT, 


THROUGH THE SC ULL Ysystem 


Every unit of the SCULLY System has been 
built to combine maximum speed and efficiency 
in every fuel oil delivery. And even more im- 
portant, each unit has been engineered as part 


complete and dependable system, the 
delivery system available. SCULLY 


products bring you the extra profits that come 


the world’s fastest fuel oil delivery 


equipment. 


. VENTALARM® Signal. The original whistling tank 


use. Available 


. VENTALARM ® Gauge.Money-saving 2-in-1 combina- 
tion for new burner installations. One single unit 
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. SCULLY® Safety Vent Cap, An improved cap for 1” 
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. UNIFIL® System. The tight connection delivery 
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. VENTAFIL® The portable combined fill, vent and 
signal for underground tanks. Built for fast pump- 
ing speeds without blowbacks. Light and rugged. 
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combination that provides absolute flow control 


See for yourself why SCULLY, after 25 years, is 
still the industry's leader, Call NOrmandy 5-3900 
for more information about any SCULLY products 
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Memphis, he was Mid-South division 


manager. 


James O. Sand- 
ers has been 
named executive 
vice president of 
Paragon Oil Co., 
Texaco fuel-oil 
marketing subsidi- 
ary. Sanders, who 
has been general 
sales manager in 
Texaco’s domestic 
sales department 
since 1960, has 
been with Texaco 
since 1928. He held a number of sales 
positions in Oklahoma and Florida be- 
fore he was named assistant division 
sales manager at Houston in 1942, and 
division manager there in 1952. From 
1953 to 1959 he served as division sales 
manager at Atlanta, until his transfer to 
New York as general sales manager of 
the northern sales region. In June, 1960 
he became assistant general sales man- 
ager of domestic sales, and, three 
months later, head of the department. 

» 

Al Kaye, general manager of Allied 
Oil Co., Bala Cynwyd, Pa., will be out 
of action for at least another three 
months. Kaye, who heads up the educa- 
tion committee of Pennsylvania Petro- 
leum Assn., is a patient at Jefferson 
Hospital, Philadelphia, recovering from 
a severe heart attack. He was stricken 
in mid-July while playing golf. 

7 

Gabe M. Marin, 

former vice presi- 

dent of Oil-Heat 

Institute of Amer- 

ica, has been 

named vice chair- 
man of the board 
and of the execu- 
tive committee of 

National Oil Fuel 

Institute. A_ resi- 

dent of Wood- 

mere, Long Island, 

N.Y., Marin has 
been active in the oil-heat industry for 
more than 25 years. He is president of 
Sun-Ray Burner Manufacturing Corp., 
Jamaica, L. I., which makes domestic 
and commercial-industrial oil-heat equip- 
ment and oil-fired water heaters. 

3 

W. C. Brodhead, former coordinator 
of the transportation department Gulf 
Oil Corp., has been named manager of 
the marine department. He succeeds the 
late Carl F. Vander Clute. 


Sanders 


Marin 


° 

Humble Oil & Refining has made sev- 
eral new appointments in its Tulsa office. 
J. R. Fleming, assistant marketing man- 
ager in Humble’s Billings office, takes 


over as regional operations manager. 
Other appointments are: D. A. Duling, 
consumer-wholesale sales coordinator; 
W. T. Kadi, advertising-sales promotion 
coordinator; A. F. Maxson, wholesale 
sales manager; R. J. Erhard, service- 
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station and reseller-sales coordinator; 
J. S. Lipscomb, product supply coordi- 
nator; and Robert Wosterchil, construc- 
tion and maintenance coordinator. 

* 

Robert G. Dunlop, president of Sun 
Oil, is celebrating Sun’s 75th anniversary 
in an unusual way. By October he will 
have attended more than 60 banquets in 
as many cities, given for the company’s 
18,000 employes and their families. His 
aim is to shake the hand of each em- 
ploye who attends. 
eo 

James S. Coon, 

Diamond Fuel 

Co., is the new 

president of Oil- 

Heat Institute of 

Oregon. He _suc- 

ceeds Robert H. 

Inman of Inman 

Oil Co., Vancou- 

ver, Wash. The 

latter is now 
chairman of the 
board. 

Other new offi- 
cers include: Ken Goodall, Goodall Oil 
Co., vice president; Roy Rockwell, Car- 
son Oil Co., treasurer; and James Cahill, 
Empire Oil Co., secretary. 

e 

The months of June and July were 
filled with anniversaries for John E. 
(Zack) Way, owner of Way Oil Co. in 
Lancaster, Pa. June If was the 25th 
anniversary of his start in the oil busi- 
ness as branch manager for Aero Oil 
Co., New Oxford, Pa. On June 1, 1956 
he bought Aero’s operations in Lan- 
caster from Dave DeTar, president of 
Aero, and renamed it Way Oil Co. And 
July 21 was Way’s 50th birthday. Way, 
who handles the Atlantic brand, is on 
the company’s distributors advisory coun- 
cil. He’s also very active in the Penn- 
sylvania and National Petroleum Assns. 


— 
i 
! 
! 
| 
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* 

Howard A. Woodin has been named 
manager of the Chicago district of Cali- 
fornia Oil Co., succeeding E. F. Clegg 
who has retired. He was most recently 
assistant manager of the district. 

Py 

P. H. Bohart, administrative vice pres- 
ident and coordinator for Gulf Oil Corp. 
has been named senior vice president. 


e 

C. W. (Budd) Dyniewicz, veteran 
marketing executive in charge of opera- 
tions for Kerr-McGee Oil Industries Inc. 
has resigned from the company. He 
plans to take a vacation for awhile be- 
fore assuming a new position. 

e 

Donald P. Hunziker, former manager 
of Mobil Oil Co.’s Montana district, has 
been promoted to wholesale program 
manager for the company’s Twin Cities 
division. Howard C. Hon, office manager 
in Great Falls, Mont., succeeds Hunziker. 

# 

J. Edgar Heston and Lewis W. Mac- 
Naughton have been appointed to the 
Cities Service Oil Co. board of directors. 

= 


| 
| 
| 


William N. Farlie has been named 
coordinator of advertising and sales pro- 
motion for Esso Standard, replacing 
Robert M. Gray, who recently was 
named to the same post at Esso’s parent, 
Humble Oil & Refining. Farlie was for- 
merly operations manager for both ad- 
vertising and sales promotion at Esso. 

9 

E. J. Peterson has been appointed 
petroleum sales manager of Skelly Oil 
Co.’s new Madison, Wis., district sales 
office. Emmet Gantz and M. E. Aaker 
have been named office manager and 
Skelgas sales manager, respectively. Pe- 
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terson and Gantz transfer to Madison 
from Chicago, and Aaker from St. Paul. 


a 

Richard L. Davis has been appointed 
assistant to the executive vice president 
of Standard Oil Co. (Indiana). He suc- 
ceeds Robert L. Gillis who has been 
named marketing director of the com- 
pany’s Italian subsidiary. 


* 

The Oil Mens’ Clubs of Chicago and 
Minneapolis have moved into newly reno- 
vated headquarters. Both are now housed 
in Pick hotels: the Pick-Congress, Mich- 
igan at Congress, Chicago; and the 


Vari-Flo changes capacity instantly 


Do you have pumping jobs that vary from a “dribble’’ to 
a “gusher”? Then, you should learn about the new Blackmer 


Vari-Flo.. 


. the variable-capacity pump that just might do the 


job several pumps are doing for you now. The Vari-Flo is 

much like the Blackmer vane-type rotary pumps you know 
about, but it has the important addition of a dial-operated “flow 
changer” that varies the capacity of the pump. Does it with 

an ordinary standard motor, too... no costly variable-speed 
drive is needed. Whether you’re filling a tin can ora 

tanker, you can dial the proper flow rate as easily as phoning 
your Blackmer distributor. Which, by the way, is a very 

good idea if you see a chance for an application. 


Or, write for Bulletin 600. 


“liquid materials handling"® equipment 


és BL ACKMER / vari-flo pumps 


BLACKMER PUMP COMPANY, GRAND RAPIDS Q, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 
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Pick-Nicollet, Washington and Nicollet 
Sts., Minneapolis. 
.e 
Texaco Inc. has set up a new district 
sales office in Spokane with A. J. Alex- 
ander, Idaho sales manager, as its head. 


~ 

William P. Conway has been appoint- 
ed assistant to the president of Plymouth 
Oil Co., Pittsburgh. 

s 

Fred G. Martin, district sales manager 
for Standard Oil Co. of California at 
Wenatchee, Wash., has retired after 38 
years with the company. 


Deaths . . . 


George Quinn, 64, district manager 
for Kendall Refining Co. in New York 
state, died July 21 of a heart attack in 
Watertown, N. Y. He had been district 


sales manager for Kendall for 25 years. 


* 

Harvey L. (Hap) Luckett, 61, presi- 
dent of the Luckett Oil Co., Boulder, 
Colo., died June 30. He founded the 
Luckett Oil Co., a Phillips jobbership in 
1946 with his son Harvey C. Luckett, 
president of the Colorado Petroleum 
Marketers Assn. Previously he was as- 





prop loads fast 


with the new 


Wheaton 
High Speed, Light Weight Manifold’ 


Today's demands for fast and efficient service station drops are easy to meet when 
your transports are equipped with this new Wheaton Type 4" 480-AY Aluminum 


High Speed Manifold. 


The 480-AY eliminates split manifolds and dual piping systems. The weight 
saved assures maximum gallonage per trip. 


A new faucet, with 1314 square inches of open area through the seat, permits 
unimpeded flow. The faucet is made of aluminum and is flanged to the manifold, 
which eliminates the weight of the faucet body. This gives maximum flexibility 


with the lightest possible weight. 


With the new Wheaton Type 480-AY Manifold, loads may be either direct- 
dropped, delivered through the meter, or discharged both ways together. 


To many oil companies, Wheaton is THE specialist in manifolds, and the Type 
480-AY maintains the leadership of a line that started in 1938. Let it show you 
the way to better, faster, lower-cost deliveries. Send for details now. 


*With Ever-Tite Adapter, made by Ever-Tite Coupling Co. Inc. 


» New York 





SELECTIVITY OF COMPARTMENTS 
for discharging one compartment 
at a time, is available for states 
that require it, and the manifold is 
obtainable with either a swing 
disc or standard valve design. 
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sociated with Phillips since 1928, work- 
ing in Oklahoma, Pueblo, Colo., and 
Denver. He was one of the most ardent 
supporters of the Colorado association, 
touring the state seven years ago to urge 
jobbers to join the group. 

He is survived by his wife, Lasca, and 
his son. 

Walter McKee, 
65-year-old execu- 
tive secretary and 
treasurer of the 

we) Georgia Petroleum 

hagirX Assn., died July 

— 27. He died in Al- 

bany, Ga., while 

attending a meet- 

ing of the associa- 

tion’s tax commit- 
tee. 

McKee _ took 
over full-time du- 
ties as executive secretary of the associa- 
tion in 1949, following his resignation as 
assistant to the vice president of sales 
for Republic Oil Refining Co. When he 
was with Republic, he gained consider- 
able experience in legislative problems 
affecting the oil industry. Before his 
days with Republic, he was in sales 
work for Elk Refining. 

® 


McKee 


Ralph oO. 
Rhoades, former 
chairman of the 
board and a direc- 
tor of Gulf Oil 
Corp., died July 
19 in New York 
City at the age of 
65. 

Rhoades, a na- 
tive of Missouri, 
joined Gulf in 
1926 as a geolo- 
gist. In 1935 he 
was sent to the Middle East to carry out 
geological investigations which led to the 
discovery of oil in Kuwait, today the 
third-largest oil-producing country in the 
free world. He returned to the U. S. in 
1940 and held a number of executive 
positions until his election as executive 
vice president in 1958, and chairman of 
the board in 1959. He retired as chair- 
man in 1960, but continued as a director 
until his death. 


Rhoades 


a 

Henry G. 
Meador, retired 
senior vice presi- 
dent of marketing 
for Gulf Oil 
Corp., died July 
27 following a 
long illness. He 

was 71. 
Meador joined 
Gulf in 1910 as 
superintendent of 
Meador a New Orleans 
bulk plant. In 
1920 he was transferred to the Memphis 
sales department, but returned to New 
Orleans two years later as assistant divi- 
sion sales manager. He was named man- 
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ager in 1934. In 1949 he transferred to 
Pittsburgh as vice president in charge of 
sales and in 1954 took on additional 
duties as manager of Gulf’s domestic 
marketing division. In 1955 he was ad- 
vanced to senior vice president and put 
in charge of all domestic and foreign 
marketing activities. He retired in 1957. 


+ 
Frederick Hellmuth, 75, retired execu- 
tive of Standard Oil Co. (New Jersey) 
died July 28 at Saranac Lake, N. Y., 
after a long illness. 
8 


NCPR president Fountain (right) confers 
with new treasurer, Joseph Fitzgerald 


“WE’VE GOT a lot of problems, but 
we can do something about them. 
We're going to do something about 
them!” 

That’s how Thomas J. Fountain Jr., 
42, looks on his job as president of 
the National Congress of Petroleum 
Retailers (NCPR). The congress rep- 
resents about 40,000 of the nation’s 
200,000 service-station dealers. 

Fountain was elected to a two-year 
term at NCPR’s annual convention in 
Denver to succeed Cash B. Hawley of 
Detroit, president for the last six years. 

The new president operates Foun- 
tain’s service station, a Standard of 
Kentucky outlet in Decatur, Ga. His 
station has been in its present location 
for 41 years; Fountain has operated it 
since 1952. His father, Thomas Sr., 
has been a service-station operator 
since 1919. 

“When I was in college (Georgia 
Tech) I thought about going into oil 
marketing on the management side,” 
says Fountain, “but I just couldn’t 
leave the service-station side of the 
business. That’s where the challenge 
lies for me.” 

As head of NCPR, Fountain hopes 
to “get dealers into closer contact 
with top management. We’re making 
progress, and I’m going to do all I 
can to improve this relationship. We're 
all on the same team.” 

Fountain has a well-rounded back- 


ground to help him achieve his goals. 
After Georgia Tech, he attended 
Georgia State College of Business 
Administration, logging a total of six 
years of college training. He served 
in the Air Force for two years during 
World War Ii. 

He began his trade-association ac- 
tivities with the Georgia dealer as- 
sociation in 1947, holding numerous 
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posts including the presidency. He’s 
attended every NCPR _ convention 
since 1952, and held the offices of 
director, and second and first vice 
president. 

Fountain and his wife, Anne, have 
two children. His hobbies are hunting 
and fishing “but I sure haven’t had 
much time for them the past few 
years.” 
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GOOD MARKETING 


is . basically 


1 GOOD PRODUCTS 
2 GOOD LOCATIONS 
3 COURTEOUS, WELL-TRAINED PERSON- 


4 MATERIAL & DESIGN AIDS TO ATTRACT 
CUSTOMERS AND ASSIST STAFF 


THE *Mini-Building ISLAND MARKETER 


is today’s definite answer to No. 4. 
Pays for itself in Labor Savings Alone 


Your Colors—12 STANDARD MODELS—Many Sizes. 
Light, Heat, Cash Drawer, Shelving and other options. 


P.O. Box 728, Plattsburgh, New York 
4975 de Sorel, Montreal, Canada 
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SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS 


DISPLAYED 


Individual Spaces with border rules for prominent 
display of advertisoments. 

The advertising rate is es per inch for all 
advertising appeari other than a contract 
basis. Contract rate quoted on request. 

Renee Opportunities—$31.00 per inch, sub- 
ject to Agency Commission. 

An ciahaein inch is measured %” —— on 
one column, 3 columns—30 inches—to 





“OPPORTUNITIES © 


——RATES—— 


EQUIPMENT 
USED OR RESALE 


UNDISPLAYED 


$1.80 per line, minimum 3 lines. To figure advance 
payment count average words as a@ line. 

Positions Wanted take one-half of above rate. 

on Num in care our New York, Chicago & 
San sean co offices count as one additional line.. 

Discount of 10% if full payment is made in advance 

for 4 consecutive insertions. 


Send NEW ADS or Inquiries to Classified 


Advertising Division NATIONAL PETRO- 
LEUM NEI 


VS, P.O. Box 12, New York 36. 











REPRESENTATIVES WANTED 


The Compco Corp. seeks two qualified Reps. for 
its full line of Oil Industry Lighting Equipment. 
Applicants should have contacts with major and 
independent oil companies as well as oil equipment 
listributors. Indiana, Kentucky and lIowa area to 
be filled. Send full details to: COMPCO CORPORA- 
TION, Oil Industry Lighting Division, 1800 N. 
Spaulding Ave., Chicago 47, Illinois. 














sr tS NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication 
Send to in € nearest you. 
NE Ww YORK 36: P. O. Box 12 
CHICAGO 11: 645 N. Michigan Ave. 
SAN FRANCISCO 11: 255 California St. 


SELLING OPPORTUNITY AVAILABLE 
Representive — Nati lly manu- 
facturer of Service Station and Automotive 
Equipment requires aggressive representative 
selling oil companies and automotive jobbers. 
Territories available: Boston & New England; 
Los Angeles and Southern California. Send 
resume to RW-7081, National Petroleum News. 


POSITIONS WANTED» 


Young Aggressive Man desires change. Excellent 
background of training and experience in super- 
vivory-management capacities with major-in 
retail and consumer marketing of all products- 
including program writeup and sales promotion 
layout. PW-7199, National Petroleum News. 


Sai Stata fd 








Sales Supervisor (34) Ten years diversitied ex- 
perience with major and independent co. desires 
connection with progressive company in SE. 
College graduate, alert, capable & ambitious. 
PW-7195, National Petroleum News. 

Professional salesman, young, dynamic, “monage- 
ment minded, wants challenge which will utilize 
20 year major & distributor experience in service 
station, commercial & industria] sales. Current 
salary $8500. Willing to invest in commission 
agency or small growing distributorship. Excel- 
lent references. If you are seeking an aggressive 
sales builder, one who can plan & execute a well 
balanced sales pecezem write in mutual con- 
fidence to PW-7179, National Petroleum News. 


SELLING OPPORTUNITY WANTED 


Manufacturing Representatives covering Connec- 
ticut, New York, New Jersey and Philadelphia 
seeking oil equipment lines. Calling on major, in- 
dependent oil companies and contractors. RA- 
6710, National Petroleum News. 


BUSINESS OPPORTUNITIES 
Interested in middle sized independent « or major 
brand jobbership in Ind. or Mich. as partner or 
purchaser. Reply BA-7110, National Petroleum 
News. 


Interested in position with independent or semi- 
major. Age 31. Experienced in marketing and 
sales promotion. Desires investment. Reply BO- 
7103, National Petroleum News. 


FOR SALE 


1500 gal. 5 cpt tank truck complete with printer- 
meter electric reel-hose; Ford V-8; excellent 
condition $1,650. Halwachs, RD 1, Olean, N.Y 
FR 2-9161. 


























Wanted: 
IDEAS AND PATENTS, 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 








FOR SALE 


DIVERSIFIED SHELL JOBBERSHIP 


Located in central N.Y. State, due to health. 
Doing 900,000 Gals. of Fuel Oil & Kerosene 
170,000 Gals. of Industrial Oils 
475,000 Gals. of Gasoline 
7600 Gals. of Motor Oil 
$12,000 TBA 
160 plus bottled gas customers. 
All real estate, trucks etc. in tip top condition, 
for more information contact: 


Atty. Bernard J. Malone 
Burrell Bidg. Little Falls, N.Y. Phone 1098. 








For Sale — 4 Fruehauf Trailers 


3—6000 gallon te agen ge A > eemeouaaanes newly 

painted—exceptionally good t 

i—5750 gallon proms. “compartments excep- 

tionally good tires 

an i right Ral immediate sale. Write or call 
Brooks, 


. & G. Transport 
725 Insurance Exchange Bidg., Des Moines, ltowa. 
CHerry 4-8975 











SEARCHLIGHT 


SERVICE 
LOCATING 
EQUIPMENT 


No Cost or Obligation 


This service is aimed at he ping you, the 
reader of “SEARCHLIGHT” to locate Sur- 
plus new and used equipment not currently 
advertised. This service is for USER-BUY- 
ERS only. How to Check the dealer 
ads to see if what 1 want is currently 
advertised. If not, send us the specifica- 
tions of the equipment and/or compon- 
ents wanted on the coupon below, or on 
your Own company letterhead to: 

SEARCHLIGHT EQUIPMENT LOCATING SERVICE 

Classified Advertising 

c/o Nat. Petroleum News, P.O. Box 12, N.Y. 36, N.Y. 
Your requirements will be brought 
promptly to the attention of the equip- 
ment dealers advertising in this section 
You will receive replies directly from them 


SEARCHLIGHT EQUIPMENT LOCATING SERVICE 


Classified ye, a Petroleum News 
P.O. Box 12, N.Y. 36, N.Y. 


Please help us to locate the following used 
equipment: 


NAME 
TITLE COMPANY 
STREET 


city ZONE STATE 
9/61 





EVERY DAY 


BACK 
AND 
BACK 


TO THE 
BUYERS’ 
ATTENTION 


NPN’s annual mid-May FACT- 
BOOK issue brings your sales 
message to the attention of your 
customers and prospects again and 
again throughout the year. 

Your advertising in NPN’s 
FACTBOOK makes constant, eco- 
nomical sales contact for you with 
oil’s marketing management. 

The National Petroleum News 
annual mid-May FACTBOOK is- 
sue is the most economical method 
available for getting your sales story 
to the buyers, keeping it there, and 
getting it seen again and again. 


Oil Marketing’s Reference 
Information Annual 
Published in Mid-May 





FACT 
PORE bik 














AON A McGraw-Hill Publication ..«**, 


330 West 42nd Street QD: 
New York 36,N.Y. *eseas” 


@ 
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bottom of the barrel 


e Cheaper Than Water. During the recent West Coast 
gasoline wars, a Santa Barbara woman called a local 
newspaper to point out that gasoline was selling for less 
than bottled water. Price of regular grade gasoline at the 
time of the price war, including taxes, was 21.9¢. Bottled 
water was selling in stores for 25¢., ex tax. 


e That’s Logical. A Texas oil man walked into a bar 
and ordered seven martinis and had them lined up before 
him. Then he proceeded to drink numbers 2, 3, 4, 5, and 
6. The bartender, who’d been watching him, asked him 
why he didn’t drink the other two martinis. “Well,” replied 
the oil man, “the first one never tastes good and the 
seventh always gets me in trouble.” 








psn 


“Put her on the lift, started her up, 
and then I got this long-distance call.” 
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e How Photogenic. Then there’s the one about the wealthy 
Waxahachie, Tex., oil man who couldn’t jam all his money 
in his pocket so he had to have it microfilmed. 





“What do you mean, ‘dog’ operation?” 
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ADVERTISERS’ INDEX 


AC Spark Plug Div., GMC 
Alemite Division, 

Stewart Warner Corp 2 8; SS 
American Flange & Mfg. Co. : 170 
American Grease Stick Co. 118 
American Oil Co. .. ; me 127 
American Petrofina, Inc. 36, 137 
AMOCO Chemicals Corp. . . SS 
AP Parts Corp. 184 
Arrow Laboratories, Inc. 183 
Ashland Oil & Refining Co. . a 97 
Avondale Shipyards, Inc. 85 


166-169 


B-I-F Industries, Inc. 8 
Blackmer Pump Co. .... 215 
Bowser, Inc. 27 eee 159, 160 
Branick Mfg. Co. 206 
Brodie Co., Ralph N. Second Cover 
Buckeye Iron & Brass Works 24 


Campbell Chain Co. 

Chicago Rawhide Mfg. Co. 

Chicago Vitreous Corp. 

Cities Service Oil Co. 73 
Climax Molybdenum Co. 4 
Columbian Steel Tank Co. 64 
Continental Oil Co. a 
Crouse-Hinds Co. 75 
Crown Cork & Seal Co., Inc. 46 


Degree Day Systems 205 
Delco-Remy Div., GMC 146,147 
duPont de Nemours & Co., 

inc. EB. 1. 54,79, 105, 108, 189 


Empro Products Co. 183 
Ethyl Corp. . 1, 90 
Ever-Tite Coupling Co. 7, 80 


Fill-Rite Div., Tuthill Pump Co. 188 
Ford Motor Co., Motorcraft Div. 35-42 
Fram Corp. 50, 51 
Fruehauf Trailer Co. 70, 71 


Gates Rubber Co. a ge 
General Electric Co. 16 
General Tire & Rubber Co. 49 
Gilbert & Barker Mfg. Co. 9 
Globe Hoist Co. 139 
Goodall Rubber Co. 25 
Goodrich Industrial Prods. Co., B. F. 185 
Goodyear Tire & Rubber Co. 12, 23 
Gorman-Rupp Co. : 143 
Grandberg Corp. . : 213 
Gray Co. 192 
Grey-Rock Div., Raybestos-Manhattan 29 
Guardian Light Co. 182 


Habhegger Co., E. O. 


Hewitt-Robbins 


Inland Steel Container Co. 


Kerr-McGee Oil Industries, Inc. 


220 


Lennox Industries, Inc. 
Lockheed Electronics Co. 


McDonald Mfg. Co., A. Y. . 
Mack Trucks, Inc. " 
Mac’s Super Gloss Co., Inc. 
Marlow Pumps ne 

Mobil Oil Co., Inc. 
Modenco of Canada ; 
Modern Metal Products Co. 
Monroe Auto en Co. 
Morrison Bros. 


National Cash Register Co. = 
National Petroleum News 76, 

Neon Products, Inc. bag es 
Neptune Meter Co. es 47 
New England Petroleum Corp. 207 


OPW Division, Dover Corp. 194 
Oronite Chemical Co. . 180 


Patent Chemicals, Inc. 38, 207 
Pepsi-Cola Co. 87 
Petreco Div., Petrolite Corp. 117 
Pure Oil Co. 66 
Purolator Products, Inc. , 101 


Radiator Specialty Co. 210 
Raybestos-Manhattan. Inc. 11 
Red Jacket Mg. Co. 209 
Revere Electric Mfg. Co. 48 
Richfield Oil Corp. of New York 30 
Rockwell Mfg. Co. re 
Rockwell-Nordstrom Valves — 187 
Rohm & Haas Co. 195 
Roper Hydraulics, Inc. 15 


Schrader’s Son, A. 72 
Scovill Mfg. Co. ; 10 
Scully Signal Co. 214 
Sinclair Refining Co. ; 88 
Smith Corp., A. O. . ‘Fourth Cover 
Sun Oil Co. 178 


Tenneco Oil Co. 196 
Thermoid Div., H. K. Porter Co., Inc. 
56, 57 
Tokheim Corp. 33, 179, Third Cover 
Tung-Sol Electric, Inc. 109 
Tyrex, Inc. 59-62 


Union Carbide Consumer 

Prods Co. $2, 131 
United Motors Service Div., GMC 119-126 
U. S. Rubber Co. 6, 44, 45 
Universal Oil Products Co. 26, 27 


Valvoline Oil Co. 86 
Veeder-Root, Inc. ... a ae 58 
Viking Pump Co. 186 


Warner Lewis Co. isa 110 
Wayne Pump Co. 63, 173 
Westinghouse Electric Corp. 115 


Wheaton Brass Works Sawa de oe 
Whiteway Mfg. Co. ; 6 ea ee 
Wilson’s Sons, Inc., Wm. M. “31, 183 
Wood Co., John 

Worthington Corp. 


- 17,18, 21, 23 
190 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr. 


Employment Opportunities 
Business Opportunities 
Equipment Merchandise 
(Used or Surplus New) 
For Sale 
Wanted miscellaneous 





Regional Sales Representatives 
ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 645 North Michigan Ave., 
Edward A. Callahan, Jr., Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square 
Walter G. Berger, Superior 1-7000 


DALLAS 1, 2100 Vaughn Bldg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 


DENVER 2, Tower Bldg., 1700 Broadway 
Carl Coash Jr., Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 


HOUSTON 25, 724 Prudential Bldg. 
Donald Hanson, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street 
Michael McCabe, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
William Woolston, Douglas 2-4600 

ST. LOUIS 8, 3615 Olive St., Continental 
BI 


dg. 
Edward A. Callahan Jr., Jefferson 5-4867 
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TOKHEIM INTERCEPTOR SERIES | 


Sc ee ee 








STYLED TO MATCH YOUR COMPUT- 
ING PUMPS with built-in ticket printer 
optional...1,000 gallon horizontal dial... 
15 or 30 gallon-per-minute delivery... Retrev- 
A-Hose if desired...complete pump or 
island dispenser for submerged pumping. 
It's a Tokheim value through and through... 
first choice among all commercial dispens- 
ers. Write or wire for new bulletin today! 


SYMBOL OF EXCELLENCE 


OKHEIM ° 


Ticket Printer 1,000 Gallon Pump Or 
Optional Dial Dispenser 


TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 





GASOLINE PUMPS 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 





NEW A.0. SMITH ARMORLOY PROCESS ADDS LIFE 
AND EXTRA CAPACITY TO PETROLEUM METERS 
AT NO EXTRA COST 10 YOU 


New solid film lubricant features excep- 
tional corrosion resistance qualities 


ARMORLOY — a new, unique lubricating film ap- 
plication is now standard on A. O. Smith petro- 
leum meters. Armorloy is the same type of solid 
film lubricant which has been used with great 
success on jet and rocket engine applications. 


Tough as nails, the new A. O. Smith Armorloy 
process is especially valuable in fighting the 
normal corrosive action of some metered fluids. 
Armorloy also provides maximum _ protection 
against wear and friction for contact components 
because it greatly increases the self-lubricating 
ability of the meter. 


You can’t take it off without removing basic metal 
— Armorloy is sprayed onto the metal surface 
of all internal metal components, then baked at 
300° F for one-half hour. After this scientifically 
controlled thermosetting, Armorloy is on to stay. 


Thanks to the introduction of Armorloy — plus 
important additional changes — A. O. Smith is 
also proud to announce the new capacity ratings 
for its complete line of line and high pressure 
meters. 


Armorloy is just another step in A. O. Smith’s 
far-reaching design program to make petroleum 
meters serve your industry better! 


SEND FOR ARMORLOY SAMPLES! Rub them to- 
gether, feel — and test — Armorloy’s outstanding 
surface. Simply fill out the coupon and mail. 


Through research gS a better way 
AO.Smith 


a oS OS Re ee ee 
METER & SERVICE STATION 
EQUIPMENT DIVISION 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. 
Offices: Atlanta 24, Ga.; Chicago 3, III.; Houston 2, 
Tex.; Los Angeles 22, Calif.; New York 17, N.Y.; 
Newark, Calif.; Tulsa, Okla. — A. O. Smith INTER- 
NATIONAL S. A., Milwaukee 1, Wis., U.S.A. 


New Armorloy process helps increase meter 
capacity as much as 25%! 
LINE METERS 


S-28 
280 GPM 


S, AS & AB-60 S & AB-100 B-170 
600 GPM 1000 GPM 1700 GPM 


HIGH PRESSURE METERS 


W,D0 & M-13 
185 BPH 
W, D & M-28 
400 BPH 


W, 0D & M-42 
600 BPH 


Ww-170 
2430 BPH 
B & W-250 B & W-875 
3570 BPH 12500 BPH 


A. O. SMITH CORP., Dept. 0113-NPN 
Milwaukee 1, Wisconsin 


Gentlemen: | would like to see for myself just how good Armorloy 
is. Please send me your samples. 

















